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ABSTRACT

This research is concerned with Image and Reputation creation and management within the
entertainment sector, specifically with regard to live music festivals and how a Public
Relations campaign can successfully create a favourable image with its main target
demographics and maintain a positive reputation and corporate identity.
The literature on the subjects of reputation, identity and event management revealed that
relationship building and image management with primary groups of stakeholders can be
very significant contributors to the success of live music festivals. Successful two way
engagement with customers and perspective attendees of the festival can ensure the
continued existence of events that are susceptible to negative effects of bad publicity and
reputations.
The research methodology employed in this study was based on the discipline of qualitative
research which utilised surveys and semi-structured interviews as a basis for primary data
collection. The findings of the survey uncovered the feelings and emotions of festival goers
towards festivals in Ireland and showed that generally people do wish to engage with
festivals through social media and that positive relationships can be majorly important to
both festival organisers and goers alike. The interviews conducted provided valuable insight
from professionals involved with music festivals about behind the scenes thoughts, theories
and applications of a lot of the themes explored in the literature of the subject
This thesis recommends that music festival in Ireland pay particular attention to achieving a
positive Organisational Identity by utilising all the techniques of Organisational Public
Relations including Event Management, Social Media, and Marketing Public Relations. The
thesis recommends that festival organisations should strive to create a lasting positive
image and reputation as a means of ensuring their continued success

ACKNOWLEDGENMENTS

First and foremost I would like to thank my mother and father for always providing upport
for al my endeavours in life, be they educational or whimsical. Without them to puh me
and motivate me I would be half the person I am.

To m/ older brother, Alan I have to say thank you for the friendship, the support thnugh
bad t mes and good times and from across thousands of miles. I couldn't have a beter role
model in my life.

Thank you also to my girlfriend Louise who, throughout a year of stress, overworkin, and
unde'-sleeping, was a constant source of love, fun and laughter for me.

A huge debt of gratitude is also owed to all participants in my surveys for this reseanh and
also to Carey-Anne Lordan and John Duignan who offered me their time and expert;e for
interviews.
To my classmates, especially The Braintrust, your wit, sense, knowledge and friends ip was
often the only thing keeping my head above water in times of extreme stress. Without them
my head would be considerably balder.

Finally to Emmett Coffey, my thesis supervisor, Frank O'Donovan and all my lectures,
throughout the year, your guidance and support were invaluable in the completion if my
MA.

TABLE OF CONTENTS

DECLARATION.................................................................................................................................................. 2
ABSTRACT.........................................................................................................................................................3
ACKNOWLEDGENMENTS................................................................................................................................ 4
CHAPTER 1; INTRODUCTION..........................................................................................................................7
1.1 General Introduction............................................................................................................................ 8
1.2 Cultural Impact....................................................................................................................................10
1.3 Social Impact.......................................................................................................................................11
1.4 Industry Impact...................................................................................................................................12
1.5 Conclusion........................................................................................................................................... 13
CHAPTER 2: LITERATURE REVIEW............................................................................................................... 14
2.1 Introduction......................................................................................................................................... 15
2.2 Organisational Public Relations.........................................................................................................17
2.3 Organisational Image........................................................................................................................18
2.4 Organisational Reputation...............................................................................................................20
2.5 Organisational Identity..................................................................................................................... 21
2.6 Marketing and Public Relations........................................................................................................22
2.7 Social Media........................................................................................................................................23
2.8 Publicity............................................................................................................................................... 25
2.9 Event Management............................................................................................................................ 26
2.10 Conclusion.........................................................................................................................................27
CHAPTER 3; RESEARCH METHODOLOGY.................................................................................................... 28
3.1 Introduction.........................................................................................................................................29
3.2 Qualitative or Quantitative Research............................................................................................... 29
3.3 Primary Research................................................................................................................................ 30
3.4 Secondary Research........................................................................................................................... 31

3.5 Interview..................................................................................................................................... 31
3.6 Surveys........................................................................................................................................ 32
3.7 Reliability & Validity.................................................................................................................... 33
3.8 Triangulation............................................................................................................................... 33
3.9 Conclusions.................................................................................................................................. 33
CHAPTER 4; FINDINGS & ANALYSIS....................................................................................................... 35
4.1 Introduction................................................................................................................................. 36
4.2 Concept of Festival...................................................................................................................... 37
4.3 Establishment.............................................................................................................................. 38
4.4 Target Demographics.................................................................................................................. 39
4.5 Advertising & Promotion.............................................................................................................41
4.6 Sponsorships............................................................................................................................... 42
4.7 Publicity....................................................................................................................................... 43
4.8 Social Media................................................................................................................................ 45
4.9 Reputation & Relationship to Customers................................................................................... 47
4.10 Past to Future............................................................................................................................ 49
4.11 Conclusion................................................................................................................................. 50
CHAPTER 6: CONCLUSIONS & RECOMMENDATIONS............................................................................51
6.1 Objectives.................................................................................................................................... 52
6.2 Conclusions.................................................................................................................................. 52
6.3 Recommendations...................................................................................................................... 54
6.4 Further Research......................................................................................................................... 55
BIBLIOGRAPHY....................................................................................................................................... 56
APPENDICES.......................................................................................................................................... 58
Appendix A: Survey Results............................................................................................................... 59
Appendix B: Interview Transcript 1...................................................................................................69
Appendix 3: Interview Transcript 2...................................................................................................74
Appendix 4: Letter of Consent, Interview.........................................................................................79
6

CHAPTER 1:
INTRODUCTION

1.1 General Introduction
All around the world, for music lovers, the summer months provide a bonanza of opportunities for
them to see their favourite acts performing live. For many their year revolves around the coming of
festival season. Festivals provide the opportunity for numerous bands of all colours, creeds and
genres to come together and celebrate their work with the people who provide them with the
success that allows such performances.
The size and scale of live music for the last couple of decades has risen incrementally to the point
now where they have massive social, cultural and even political impact.
"The music concert has grown in significance and importance through the 2000s, providing
crucial income for the music industry in respect of its ongoing survival" (Rutter, 2011).
Nowadays they are massive operations and feats of organisational strategy and event management
that, not only entertain the thousands of attendees, but also employ thousands, provide cash
injections to the communities and cities in which they are held, and are covered in the media on a
weekly basis. Music festivals pervade the public consciousness for the summer months, whether it is
of interest or not, there is often no escaping the issues around the festivals and this makes them an
inherently important part of the social and cultural consciousness.
Live music festivals have been a staple part of the music calendar for decades, but in the modern age
they have swelled to become monumental feats of organisational prowess that provide a service for
tens of thousands of people over the course of a number of days. In theory the festival's life cycle is
simply the number of days it is being held, this running time is generally over the course of a single
weekend. Major festivals such as Electric Picnic in Ireland, Glastonbury in England, and Coachella in
America, can manage to sell-out tickets to these weekends, generally with time to spare, and
provide a service of sufficient quality to bring tens of thousands back year on year.
Yet in order for this weekend to be a success there is year round preparation, promotional and
organisational issues that must be fulfilled to ensure a successful event, but also to create a
recognisable identity for the festival. In a time when there is a festival virtually every weekend it is of
paramount importance to stand out amongst the crowd.
"There's over 300 Music Festivals in Ireland this year. Big, small, old, young, crazy or relaxing.
all year round

http://www.musicfestivalsireland.ie/

There are many aspects to consider when creating the image of a festival. From booking acts to
sponsorship partners to social media and beyond, and each one affects the public in subtle ways.
The combined effect creates an image in the mind of the consumer and it is this image that will
ultimately play a huge part in the success of the festival. One of the most pressing concerns for a
festival of any size has to be its public image. In recent times numerous festivals have felt the sting of
public opinion going against the organisation. The most notable demise in Ireland has been that of
the Oxegen Festival, which ceased to be in 2014.
"It is with regret that MCD announce that OXEGEN will not take place this year due to lock of
suitable Headline Acts which combined with the financial demands by local agencies make it
no longer viable to stage the Festival in its current form"^
Oxegen had suffered from dwindling ticket sales and after a hiatus of one year came back with a
completely new format, hoping to appeal to a very specific demographic. It was a radical step, an
image transformation that ultimately back fired and turned out to be the last roar of a dying beast.
In comparison to this there is the mega festival that is Glastonbury in England. Glastonbury is one of
the best known festivals on the planet, one that seems to prosper despite any hiccups it may
encounter in the build up to the festival.
"After a year's break, the annual ritual of the notion's young (and not so young) spending a
Sunday morning obsessively re-clicking a mouse button to secure Glastonbury tickets has
returned, with the 2013 edition of the festival selling out in a record one hour 40 minutes.
A combination of huge demand and a beefed-up website meant the 135,000 weekend tickets
costing £205 apiece shifted quicker than ever „3
In recent years there have been many controversies over the booking of certain headline acts. In
2014 the Heavy Metal act Metallica were booked to play the main stage of the festival. In 2008
American rapper Jay-Z was booked for the same slot. What unifies these two acts is the controversy
that followed. Festival goers and former performers alike decried both announcements as being the
death knell of the festival, both metal and rap had no place in a festival built on the tradition of
guitar music and hippy love. Glastonbury, however, was bigger than any one act and it survived and
flourished with the naysayers well and truly silenced.

http://www.oxegen.ie/8175/news/oxegen-2014/
http://www.theguardian.com/music/2012/oct/07/glastonbury-tickets-sell-out

What these two instances highlight is the massive demand for music festivals in the modern era and
the social and cultural implications of many aspects of the festival. Festivals are a somewhat unique
entity in terms of the feelings and emotions that fans and attendees can have towards them. The
relationship between bands and their fans, between festivals and festival goers, is not the same as
the relationship between, for example, a bank and its customers. Raw emotion can dictate a lot of
the interactions with regard to a music festival and its publics. It is because of this that two-way
communication is of paramount importance to the PR strategy of a live music festival.

1.2 Cultural Impact
Music festivals are an integral part of the Irish summer and are one of the most prominent features
in the media, both traditional and social. The size and scale of music festivals has been ever
increasing as has the sheer volume of festivals that are available to the public. Electric Picnic is a
perfect example of the incremental rise of the music festival in Ireland. In the 11 years it has been
running it has gone from a very small scale, one day festival'^ to a three day behemoth winning
European and domestic awards for best festival of the year.^ In 2014 Electric Picnic sold out 41,000
tickets a month in advance of the event, breaking records for sales and speed of sales.
'Electric Picnic 2014 has sold out in record time!

//6

In fact festivals are not strictly consigned to the summer months now, with them stretching as far as
Halloween with Samhain Festival. The implications of this on the culture of Ireland today cannot be
ignored. Festivals such as these cater for hundreds and thousands of people, over the course of,
primarily, 3 months. This is a massive portion of the country engaged in going to, spending money
and experiencing these events. Festivals have become an industry separate and distinct from the
music industry itself. While the download culture has affected the sales of CD albums and singles,
tickets for concerts and festivals have seen a dramatic increase in sales.
'The capacity has increased this year to 41,000 which is a huge increase on the 30-odd
thousand that have attended the Stradbally event in previous years.

i>7

The download culture has in fact helped the live music industry in a somewhat unforeseen way. The
vast quantity of music available to consumers, at the click of a button, has led to over saturation of
the market. The massive variety of bands, genres and sub-genre's has meant a proliferation of new
cultural groups and social trends among the youth of today. As can be seen by the results of the
http://en.wikipedia.org/wiki/Electric_Picnic
http://en.wikipedia.org/wiki/Electric_Picnic
http://www.electricpicnic.ie/electricpicnic2014isnowsoldout
^ http://thedailyedge.thejournal.ie/electric-picnic-sold-out-3-1599402-Jul2014/
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survey carried out in this research, the vast majority of festival goers are grouped between the ages
of 22-30. The variety in musical tastes amongst the younger generation has in turn led to a wide
variety of acts being able to tour in countries they would never normally have toured, and be in
demand by a large amount of people. Festivals that cater for different genres and social sub-groups
can now put on one, two or even three day festivals and curate a line-up of suitable bands that will
appeal to a wide enough audience to make it a success.
With the success of festivals comes demand and in-turn pressure to succeed into the future. The
youth market is a massive market and promotion companies and festival organisers necessarily put a
lot of time and funding into the up keep of a festivals image. Festivals now have to keep expanding
and improving the quality if the experience for the customer. For these reasons it is clear that
festivals now hold massive cultural significance for a huge number of the population. They will
continue to affect the culture into the future too, as the first generation of festival goers go from
youth to being parents, we see festivals catering for families also. The fact that infants, toddlers,
youths, parents and families all fall under the domain of viable target markets for a live music
festival shows the impact they are having currently.

1.3 Social impact
The social impact of live music festivals can be hugely positive and effect huge amounts of people
and communities. In the simplest terms music festivals can affect many various facets of society
from musical tastes and influences, youth culture, the media, social media, law enforcement, drug
and alcohol issues, advertising issues to the simple organisational issues and logistics of transport
facilities, environmental issues for running large events and the impact on the local community.
"Put simply, festivals and events can bring people into a town, village or region that
otherwise would not have any reason to visit, thus generating substantial economic and
socio-cultural benefits."^
Considering these many and varied social issues it is fair to say that even a person with absolutely no
interest in attending a festival can be very much be effected by some facet of the event when
considered on a sociological level. Line-up announcements, social media activity, press activity and
promotion are ever present throughout the year, reaching a fever pitch during the summer months.
The general public are exposed to the existence of the festival regardless of their own personal
interests.
^ Column: So you want to set up a festival? Here's what you should know..., by Fergus Dunne,
http://www.thejournal.ie/readme/column-so-you-want-to-set-up-a-festival-heres-what-you-should-know833161-Mar2013/
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In this way it can be seen that the live music industry has as much social impact as sport or politics.
The revenues involved can be just as high and the social implications of festivals affect as many
people as would be interested in these topics. In August 2014 Electric Picnic was available to stream
live on the national television broadcaster RTE's website and there was almost constant coverage
from various radio stations, newspapers and a multitude of citizen journalism sites through social
media.^ The blanket coverage of the festival is unique for Ireland, showing the massive interest from
the general public in seeing the festival and the appetite to be involved in something that has
become a social phenomenon.

1.4 Industry Impact
Live music festivals have become a massive industry in Ireland in recent years. They are yearly
events that can generate huge revenues for the organisers. On top of this they generate revenue for
local and national industries such as the hospitality, transport and tourism sectors. By way of
illustration, it is estimated that, when the original Oxegen festival was cancelled in 2012, the
exchequer was deprived of close to €2 million in taxes^°.
More recently the Garth Brooks concert debacle that was played out in July 2014 highlights two very
important facts. The first is the massive amounts of money that can be squandered through the
collapse of a high profile series of concerts, conservative estimates saying Dublin City lost out on a
€50 million payday when the concerts eventually were confirmed as cancelled.The second
important issue that these concert cancellations uncovered was the hugely detrimental effect a
controversy like this can have on all involved parties. No organisation came out of the fiasco
unscathed, and all will have a long difficult job regaining a positive image in the public eye. The
events of July 2014 will become a landmark in Irish culture in the future, but for companies involved
in the entertainment and event planning sectors these events must serve as a sharp wake-up call.
The image of a festival in the eye of the public can often be the difference between the festival
running and disappearing altogether.
With the amount of festivals growing every year, up to 300 in 2014, and the budgets involved
becoming greater and greater, so too the competition for customers will become more and more
intense. The necessity for organisers to understand the importance of building and maintaining a
unique and recognisable image is now becoming essential knowledge. The area of entertainment
public relations often centres on publicity and celebrity. Yet in this day and age music festivals are

http://www.rte.ie/ten/news/2014/0818/637886-rt-announces-electric-picnic-coverage/
° Irish Festivals Let Down by Government by Stuart Clarke, Hot Press Magazine, Vol. 30, Issue 10, Pgs. 71-72
^ http://www.thejournal.ie/could-garth-brooks-have-brought-1561519-Jul2014/
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major business that will not benefit so much from the general publicity and advertising that goes
into promoting an album launch, for example. Understanding new and inventive techniques to keep
the public interested, engaged and attending could ensure the continued survival and expansion of a
festival. This thesis aims to highlight the important techniques, the possible pitfalls and the potential
benefits of engaging in a well thought out and cohesive Public Relations campaign when applied to a
live music festival.

1.5 Conclusion
The intention with any research is to find a significant topic that is in need of further investigation
and research, and shed some light on the pertinent issues related to the topic. The significance of a
topic can be judged on many parameters. Social and cultural significance, as well as greater
monetary significance all play into the decision making process. Live music festivals, though a part of
life for decades, have evolved to be far more than a collection of bands playing to fans. Festivals take
in culturally diverse demographics. They are a melting pot of social trends, culture, business,
entertainment and many more diverse topics and issues that affect the vast majority of people in the
country in one way or another.
The aim of this research is to highlight the necessity and importance of live music festivals to the
modern Irish state. They are huge business ventures, even the small scale local festivals, and they
can have a massive effect on many aspects of the culture of the country. The significance of the
festivals is the wider picture however. The main purpose of the thesis will be to show the need for
Public Relations thinking and expertise in the conception and eventual establishment of a festival of
any size. I aim to show how integral Image, Identity and Reputation Management is to a music
festival and how these kind of activities can in fact be far more influential on the public than
traditional advertising and marketing. While they are important, the aim of this thesis is to highlight
the Public Relations techniques and how festivals are more suited to this kind of engagement. With
the amount of people directly affected by festivals reaching huge numbers, it is necessary now to
investigate and theorise on best practices of engagement with these massive demographics.
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CHAPTER 2:
LITERATURE REVIEW

14

2.1 Introduction
There are many ideas and theories prevalent in published academic literature about the benefits and
practices of creating a strong corporate identity. Naturally, because of this abundance of theories
there is also a very large amount of terminology and jargon throughout the literature. One of the
purposes of this chapter is to decode the jargon and lay down an understandable and coherent set
of terms and definitions that can be used and referred to throughout the research. Terms such as
organisational identity, corporate image, brand image and organisational reputation all appear in
many forms throughout the current literature and defining what is meant by these terms is an
essential element to my research. Without defining the differences between what is seen as identity
and image, between the brand image and the corporate image, the research can become clouded in
jargon and can be mystifying to anybody hoping to gain insight in the Public Relations thought
process.
On top of this the chapter aims to provide a linear thought process for the strategic creation of an
organisational identity. The chapter brings together the thoughts and theories of the prevalent
names in the area of corporate identity and aims to give a better understanding of the current
beliefs of these writers. The current accepted thinking on these areas of Public Relations theory and
practice is the logical base to begin any research into the field, regardless of the tangential topic I
may be studying. The basic theory of writers that have studied the subject and worked at a high level
in the PR sphere, understand its inner workings and can decipher its intricacies is the foundation of
further study into the field. From the foundation of broad definitions about Public Relations and how
it works, through a narrowing of scope towards more specific topics, such as reputation and image,
an outline of the accepted thinking can be achieved. This outline is what can then be used to come
upon a guide to best practice when these theories and guides are applied to a specific sector, in this
case the live music industry, specifically music festivals.
While the core of my research topic lies in Public Relations and specifically with organisational
Identity, image and reputation, there are far more areas to consider and study before a complete
picture could possibly be achieved. Therefore it was incumbent on me to delve into further research
on related topics to my specific research topic. Carrying out research into marketing, and particularly
defining the differences between marketing and public relations, provided insight into the way in
which PR can be used to market a new product or event as well as showing some of the vast
differences between the two professions when taken as separate entities.
Live music festivals are massive feats of organisational prowess and have to be considered one of
the greatest achievements in modern Event Management. Organising one off events or day long
15

events is, for numerous reasons, a very difficult undertaking for event planners. However the
logistics of planning, organising, promoting, and running an event that caters for thousands of
people over the course of numerous days can be monumental. On-top of the thousands of
customers, most of which will not leave the confines of the festival for its duration, there is the
organisation of several different stage areas catering for millions of Euro's worth of international
musical talent. Add to this, staffing the event for health and safety, security, and food and drink
stalls and the scale of operations involved in the running of these three day events quickly becomes
apparent. In order to fully understand the planning process of this integral part of music festival it
was essential that I consulted the relevant literature in order to get a grasp on what must happen in
order to successfully manage such an event.
There are two other areas that required attention for my preliminary research. Publicity, promotion
and advertising of the festival are cornerstones of a successful campaign. While, as with marketing.
Public Relations workers would hasten to list the differences between how they ply their trade and
how advertisers do, the links are close in many cases. Advertising is an essential tool in a PR
campaign of any size or for any industry. It is essential to let the public know the event is on, running
and worthy of spending hard earned money on. Publicity can be one of the fundamental ways in
which festivals can get the results they aim for. There are many theories behind the ways in which
favourable and effective publicity can be achieved and many different techniques that can be used
to make festivals news worthy and interesting to the public. These techniques and theories will also
be explored in this chapter.
Finally, Social Media is perhaps the biggest revolution of the modern era. Beyond its social
implications, the format, be it Twitter, Facebook, or any of their variants, has pervaded the global
consciousness in almost every aspect from business affairs to politics, entertainment to human
rights and every cultural phenomenon that is prevalent in society today. V\/hile the implications are
far reaching and deepening by the day, quality scholarly research into the structure and application
of the format can be thin on the ground. Gaining an insight into how Social Networks can be used
effectively and efficiently is difficult because in a lot of cases the generation of people that
understand social media the best, have not yet made it to academia or into the professional working
environment. Social Media is the most tumultuous and potentially hazardous area of relationship
management as it is often left to people who do not fully understand the medium. This chapter aims
to highlight the current beliefs and take the key points from the literature in order to form a basis for
improved Social Media campaigns for organisations.
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2.2 Organisational Public Relations
Organisations need to engage in Public relations techniques to maintain positive relationships with
their publics.
"Organisations need public relations...because they have relationships with publics" (Hunt &
Grunig, 1994)
Organisational Public Relations is the specific term that will be used throughout the thesis to
encompass the overall activities of an organisation while creating the corporate image it requires.
The term refers to the entire strategy, which in turn contains many other elements.
"Organisational Public relations is a management function that uses strategies to achieve its
aims and objectives" (Tench & Yeomans, 2009).
To put it in other terms, organisational public relations allows the PR practitioner to understand its
publics better and, more specifically
"helps us to understand how people experience organizationsjsicj" (L'Etang, 2008.)
Successful communications are based on many factors. The creation of a strong PR communication
strategy is reliant on strong research and understanding of an organisation's publics, specific aims
and objectives and an integrated set of tactics that will achieve these goals.
By understanding the views of their publics an organisation can devise a strategy that will create
strong relationships with the key stakeholders of the organisation. This can be a difficult feat to
accomplish in a more media savvy generation when a new generation of youth is more informed on
the branding process and less likely to be affected by campaign messages. As Richard Moore puts it;
"Customers are learning to ignore, filter or reject branding, thus rendering a company's
campaign /ne//ecf/Ve"(Gregory, 2004)
This is an issue that must be of concern to Public Relations professionals and something that must be
combatted with new thinking and new approaches to brand management and Organisational Public
Relations.
In relation to live music festivals, if we are to look at them as a business organisation, their key
stakeholders are the ticket buying public. While there are of course others, the festival lives and dies
on ticket sales. If there are no tickets sold then the festival ceases to be a viable entity. A careful.
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considered, and engaging communication strategy with the Organisations primary stakeholders can
be of huge benefit to the organisation.
There are numerous facets to the organisation of an effective Public Relations campaign. Specifically
aiming a campaign at reputation and brand management requires a certain group of tactics in order
to make them effective. The central theories behind Organisational Public Relations are detailed in
the following sections.

2.3 Organisational Image
The image of an organisation is hard wrought through the full remit of Organisational Public
Relations strategies. Similarly referred to as the corporate image of a business or organisation
"the organisational image is the impression of on organisation based on knowledge and
experience." {iefk'ms, 1994)
The image of an organisation is the impression of the organisation held by the general public or any
of the stakeholders of the organisation. Whether a person has an image of the organisation does not
necessarily require an interest or interaction with the organisation. Simple knowledge of its
existence will form an image in a person's mind of what that organisation is about and what it stands
for. Through communications with the public, the company can then begin to influence the
perception of the company in the public domain.
The image of an organisation is possibly the most diverse and hard to establish in the Organisational
Public Relations canon.
"Corporate image is the perception of the company which exists in the minds of its publics
and how they view it. Corporate image changes from person to person and from time to
t/me."(Kapoor, 2014)
The implications of this for an organisation attempting to create a favourable image are that their
communications need to be created in such a way that provides the receiver with as much positive
information about the organisation, in as measured and concise way as possible. Organisational
image is created through communications and actions. Therefore there must be symmetry between
the thoughts, messages and actions of the organisation.
While a universally accepted favourable image is as good as impossible, organisations must strive for
this image. The malleability of an organisations image, it being a snapshot of a particular moment in
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time, means that organisations must continually seek to maintain positive feelings towards the
company.
"Over time o person may accumulate a number of different images of the some
organisation" (Tench & Yeomans, 2009)
One must only think of the companies that have a neglected their image, or have had a controversy
affect its image, to see the perils of a negative public image. BP is probably the most obvious
example of a company that has been unable to rid itself of a negative image in the aftermath of the
Deepwater Horizon explosion which killed 11 people and caused untold ecological and
environmental damage due to the resulting oil spill^^ This incident has left an indelible mark on the
psyche of the population of the world. The company is inextricably linked to the incident and no
amount of positive communications has been able to shift the image into a more favourable light.
The BP incident shows that one incident can alter the organisational image of a company beyond
repair. The oil spill played a direct part in the destruction of a previously positive image. However
the actions and failures of the company have also played a part in the continued negative image.
These actions and the reception of the actions by the general public has played a part in the
continued negative impressions of the company and fostered a reputation of bad business practices
that have been almost impossible to shake.
Live music festivals are similarly susceptible to negative images and they must also maintain a
positive feeling towards them if they are to be successful. Therefore an understanding of the
definition of the term will significantly improve a Public Relations campaign's chances of affecting a
change in the psyche of their intended message recipients.
"It is a composite psychological impression that continually changes with the firm's
circumstances, media coverage, performance, pronouncements, etc.

//

13

The image of a company or organisation is a mental image that can change from time to time. The
accumulation of these images is a major factor in the public's perception of the overall reputation of
the company, something that is far more long lasting and often more impactful on the companies
identity.

http://www.theatlantic.eom/business/archive/2011/06/the-10-companies-burned-worst-by-badpress/240448/#slidel0
http://www.businessdictionary.com/definition/corporate-image.html
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2.4 Organisational Reputation
The reputation of an organisation is perhaps one of the most fickle elements of the organisations
identity. Reputation can take years to cultivate and minutes to destroy. Indeed a bad reputation can
then be almost impossible to shake.
"An organisations reputation is derived from an individual's or organisation's actions and
words, and the relationships and experiences that others hove of that individual or
organisation." (L'Etang, 2008.)
An individual will form his impression of an organisation on the power of its actions and messages.
Public Relations professionals strive to create favourable images of the organisation in order that its
reputation remains favourable in the long term. As was previously discussed, a single action or
communication tactic will create an image in the public consciousness of that organisation. It is from
the accumulation of these images that a reputation is founded for the company.
"Organisational Reputation is arrived at by considering the sum total of images an individual
has accumulated over a period of time that help the individual form on opinion about the
organisation"{Tench & Yeomans, 2009)
If we consider the BP example once more, the corruption of a reputation being far more illustrative
than the foundation of one, we can see that a single, albeit monumental, event was enough to
destroy the reputation of a long established and successful company. Often the most recent
Organisational Image will colour the Organisational Reputation of an organisation to a point that all
previous images play little to no part in the overall picture.
The importance of a positive reputation cannot be underestimated. As David Philips points out there
has been a long standing debate about the value of a reputation, it being considered an intangible
benefit, implying a subservience to financial gains which are a tangible effect of good business.
However modern Public Relations thinking places a high premium on the intangible and an
acceptance of the benefits of intangible elements can clearly be seen by again referring to the BP
example, though BP certainly do not stand alone in having to deal with reputation crises.
"Organisation value need not be merely financial. Intangible values ore estimated to be very
high and major drivers in the world economy" (Phillips, 2006)
The importance of intangible elements of an organisations existence can be assumed to be even
more critical for organisations such as those behind live music festivals. The nature of festivals, being
that they are only technically in existence for the briefest of moments annually, means that the
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creation of long lasting positive images and reputations are of paramount importance. The creation
of an organisations Identity, one which can be recognisable even in the long absence in between
events, must be one of the primary functions of the Public Relations team.

2.5 Organisational Identity
The organisational Identity of an organisation can be difficult to define from one company to
another, or in fact between one stakeholder and another. Identity is something that can mean one
thing to employees and a completely different thing to consumers for instance. An organisation's
identity is the cumulative impression of the organisation due to its communication strategies, its
behaviour and attitudes towards different scenarios. It is;
"that which is central, enduring, and distinctive about an organization's character" (Gioia,
Schultz, & Corley, 2000).
Organisational Public Relations concerns itself, in part, with the creation and management of this
Identity and it must be certain of the image it aims to portray. Organisations can aim to create
'favourable' Identities for themselves by setting out criteria for what the organisation intends to
stand for.
"Organizational identity is the set of self-definitions that members use to answer the
question 'Who ore we as on organization?"'.{Parent, 2007)
This is a good summation of the parameters of the term Organisational Identity. Every organisation
has a corporate and public identity. Merely by existing it is projecting an identity upon its
stakeholders. However simply saying the company aims to be, for example, charitable and aims to
maintain a high level of Corporate Social Responsibility is not enough. Identity is created in the
stakeholders mind by actions and communications.
A major consideration to be aware of in terms of an organisations Identity is the fact that often what
identifies an organisation is not proactive messages and actions. The identity of an organisation is
inextricably linked with that which is out of its control. The reaction to outside stimulus and events
can have a huge effect on the organisations identity.
"Organisational Identity consists of the sum total of proactive, reactive and unintentional
activities and messages of organisations" (Tench & Yeomans, 2009)
This identity is very important to live music festivals in particular. As highlighted previously the fact
that these festivals are annual events means that a strong, recognisable and favourable Identity is a
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necessity in order to be distinct from the many other organisations that it is linked. The intervening
time between festivals allows numerous opportunities for unintentional communications, be it from
sponsors or bands associated with the event, which could affect the Identity of related
organisations.

2.6 Marketing and Public Relations
Marketing and Public Relations are both closely linked and at the same time very distinct sectors of
any organisation, or at the very least that is the ideal scenario. Used effectively one can complement
the other to achieve the objectives of the organisation in a more complete fashion than either could
on its own. The differences are subtle but to define each as its own entity can help separate the
practices into appropriate functions.
Marketing can be defined as;
"The monogement process through which goods and services move from concept to the
customer."^'’
This definition implies that there is an implicit exchange of a monetary sum, from customer to
organisation, in the objectives of a marketing strategy. While marketing can be seen to be concerned
with the monetary value that can be gleaned from a market. Public Relations practice is not primarily
concerned with achieving capital gain.
"Public Relations is the discipline that looks after an organisation's reputation. Its aim is to
win understanding and support, and influence opinion and behaviour. It establishes and
maintains goodwill and mutual understanding between an organisation and its publics."
(Relations, 2014)
The definition of public relations from the CIPR shows how PR is a definitively separate entity from
Marketing. The difference is clearly pointed out by one of the central figures in Public Relations
theory and practice, James E. Grunig, who is quoted as saying;
"Marketing deals with markets and Public Relations deals with publics. Organisations con
create a market by identifying a segment of the population for which a product is or could be
in demand. Publics create themselves however, whenever organisations moke decisions that
affect a group of people adversely" (Jefkins, 1994)

http://www.businessdictionary.com/definition/marketing.html
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This definition succinctly encompasses both sectors. However I would contend that publics can be
created not simply by events that affect a group "adversely" but also when they are affected, or
could be affected, in a positive manner. Publics can be proactive in their desire for positive results
and communications from specific organisations. This is particularly clear in the entertainment or
leisure industries and when Social Media interactions with festivals are considered.
Marketing and Public Relations strategies are both indispensable professions for the success of an
event, or any organisation. The specific method of creating a long lasting and fruitful relationship
however is clearly and distinctly within the realms of the Public Relations practitioner.

2.7 Social Media
For the purposes of this study it is necessary to define simply what is meant by Social Media.
Perhaps the neatest and simplest definition I found was;
"Blogs, social networks like Facebook, and microblogging platforms like Twitter are simply
technologies that foster communication, sharing, and collaboration. "(Barefoot & Szobo,
2009)
With a definition such as this it is clear to see the appeal for Public Relations practice. However,
Social media has changed the face of Public Relations completely. It is the new media format and it
has turned the industry, and many others, on its head. With regards to Public Relations Social Media
has done one very specific thing. It has taken a lot of professionals out of their comfort zone. Relying
on the old media communication techniques will simply not suffice in the Social Media Age. The
social revolution has precipitated this change through a number of means but one of the pivotal
causes was highlighted by Michael Kent when discussing the use of Social Media in a democracy.
"The Internet opened up new sources for news and information; special interest groups were
able to reach potential supporters directly. The Internet broke the illusion of shared public
knowledge and forced people to individually decide what to pay attention to. Every citizen is
now a media gatekeeper."{Ker\\., 2013)
The point being made is that now the filter has been taken away from what the public can and will
see. Where before a PR practitioner could be fairly certain of what groups of people were exposed
to, through traditional media sources, now each individual stakeholder is open to many more
influences that can affect the way in which they receive information.
While the scenario described by Kent suggests a loss of control for the Public Relations practitioner
Social Media can also provide a huge amount of autonomy for organisations. Campaign planners can
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be more creative with the way in which the overall campaign message can be communicated to the
public.
"Creativity has its place in Public Relations...many a campaign takes off because somebody
comes up with a clever concept on which to pin a solid programme" (Hunt & Grunig, 1994)
While traditionally a Public Relations practitioner was subject to the whim of a journalist, and then
their editor when submitting a press release or looking for coverage of an event, increasingly
organisations are able to take the control themselves and produce their own online content. This
allows more for more diverse and creative messages to be created which can be hugely effective
communications.
Traditional media still has its uses and those are important, yet social media, such as Facebook,
Twitter and Instagram have allowed organisations far greater freedoms. The importance of this with
regard to a company's Organisational Identity and reputation management cannot be overstated.
The very structure of social media provides ready-made target audiences for an organisation.
"Communities— whether formally built around a specific interest or cause or informally built
through more casual connections and the interactions between members— sit at the center
[sic] of the social web." (Evans, 2012)
People, consumers, must opt in to an organisation's feed by following their page and receiving
updates. Therefore, it must be assumed that these people already have or are willing to be
persuaded to have a positive opinion of the organisation. Organisations can then tailor their
communications to these persuadable publics.
"In today's marketplace if you want to keep an audience's attention, you must do more than
inform them. You must entertain them." (King, 2006)
The idea being espoused here is that Social Media, however useful to Public Relations professionals,
is essentially entertainment for the majority of users. Content has to be engaging, creative and
unique or people will simple move on and your message will be lost to the people it is aimed at.
Social Media, though fickle and often quite perilous for organisations due to the lack of control of
peoples' interactions on their site, has been a revolution in two-way symmetrical communication
which is a cornerstone of effective modern communications. Social Media excels as a platform for
interaction, engagement, and implementing creative strategies involving marketing, reputation
building, and garnering publicity for organisations.
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2.8 Publicity
Publicity is a prime example of a legitimate Public Relations tactic that has become sullied through
the ages as one of the negative aspects of a Public Relations campaign. Publicity can be a very
effective method of garnering attention for an event or indeed a personality. The idea behind
publicity is to bring something to the attention of the public. Whether this is intentional or
accidental often has a huge bearing on the way in which the communication tactics are received by
the public. It can be defined as;
"The task of bringing to the attention of defined target audiences a specific message by
means other than paid advertising." (Foster, 1993)
This simply means that any other way in which the name of the organisation, or associated people
and organisations, is portrayed in the public eye is a form of publicity. In many ways it is true that
any publicity is good publicity as it is attracting attention to the organisation. However if this
association is completely contrary to the Organisational Identity that has been hard wrought
through many campaigns then there is certainly a negative side to the publicity. There is a limit to
the powers of a Public Relations campaign, as Harold Burson put it in U.S.A Today (June 7,1993);
"PR cannot overcome things that shouldn't have been done." (QFinance : The Ultimate
Resource, 2010)
This has major implications for the music festivals. Due to the sporadic nature of the events they are
more likely to suffer if they are closely tied to a controversial organisation, or involved in a
controversy in itself. While a day-to-day organisation has the ability to rectify bad publicity by
engaging in its day-to-day business appropriately and to a high level, festivals could face an
interminable and potentially catastrophic delay before it is able to address controversial matters.
It is here where a link between Social Media and Publicity can be hugely effective for reputation
management. Social Media is a place where people can form their own opinions on matters without
the apparent intermediary of the traditional journalist.
"Users create and search for information, gain knowledge, and make interpretations based
on communication about on organization. Once they hove built a picture, they share it with
others and the subjective truth turns into a collective truth about what on organization is and
what it should be." (Aula, 2010)
By utilising Social Media as a publicity tool organisations can be very persuasive about the truth of
their organisation. Also this publicity is directed solely to people who have identified themselves, by
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following the organisation, as having an interest in the truth of an organisation. This continued
interaction with target publics is essential to the reputation and image of festivals that may incur
bad publicity.

2.9 Event Management
When music festivals are brought down to basic theoretical level they simply follow all the rules of
event management, albeit on a very large scale.
"An event is o one-shot occurrence. It happens in one timeframe - an hour, a day, or
perhaps as long as a week - and it serves one prime purpose with one or more selected
publics" (Hunt & Grunig, 1994)
This perfectly categorises live music festivals into the event management sphere. This therefore sets
down a particular set of theories and expectations of the Public Relations team. Managing large
scale events test Event Managers abilities on a number of different levels, be it organisational skills,
people management, or time and finance management.
When taken as a Public Relations exercise, events can have very productive effects for the
relationship between the organisation and its publics.
"Events...can provide a company with the opportunity to interact directly with consumers
either on its home turf or out and about in the community, generating enhanced presence for
the business and a forum for face-to-face, two-way communication" (Tench & Yeomans,
2009)
When considering the above statement it becomes clear that, despite the massive efforts put into
reputation management and consumer engagement throughout the year, the primary tool for
engagement is the event itself. Large scale events provide an opportunity for organisations to truly
interact on a personal level with all its primary stakeholders, i.e. the members of the public who
have invested time and money to experience the festival first hand.
"Events have the power to create a lasting and powerful impression of all that your company
can deliver"{"Event Marketing Guides - Generate More High-Quality Leads," 2014)
This is the most important effect of the event itself. While all the other elements of Organisational
Public Relations lead to maintaining an image and reputation, the event itself has to be the central
reputation building device. The opportunity to create a "lasting and powerful" positive reputation
must be exploited because the alternative, an unsuccessful event, will create similarly long lasting
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images in the consumers mind and this is what the consumer will use to identify with the
organisation and festival going forward.

2.10 Conclusion
Bringing together the many thoughts and theories associated with Organisational Public Relations
and combining them with theories on Event Management, Marketing and Social Media strategies
was the central objective of this chapter. The application of Organisational Public Relations as a form
of building and maintaining positive impressions and a long-lasting relationship with target publics is
at the core of what a festival must do in order to survive in a particularly crowded market.
The tools available to festival organisers in order to achieve their Public Relations objectives are
varied and, in the case of Social Media, a somewhat new and exciting from of engagement. By
adhering to the theories and definitions of what is achievable with the New Media, festivals can
position themselves at the forefront of utilisation of the revolutionary tool. The importance of a
festivals reputation means that it is incumbent on organisers of festivals to become savvy with the
technology and exploit it to its fullest potential.
At this point, having found the general area of research and knowing the topics and issues that are
to be tackled within the research, it is imperative to lay down a set of objectives that will run
throughout the rest of the thesis. These objectives will colour the entirety of the thesis and it is from
these basic objectives that everything else will follow. The objectives I set myself after completing
my initial stage of desk research are as follows;
1.

To analyse the Organisational Public Relations and Management functions required to
successfully run a music festival.

2.

To investigate the necessity for festivals to create systematic, integrated public relations
campaigns that will appeal to their indicated publics.

3.

To investigate to what extent these campaigns affect their target markets and
understand the effect communications have on the consumer's willingness to purchase
tickets

4.

To analyse the importance of a festivals reputation amongst its target audience and
investigate the extent to which negative publicity can adversely affect the continued
success of a festival.

5.

To curate a group of recommendations for accepted best practices throughout the
planning stage of a public relations campaign for a live music festival.
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CHAPTER 3:
RESEARCH METHODOLOGY
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3.1 Introduction
Deciding upon a research question worthy of in-depth research and discussion is a matter that, in
itself, requires a certain amount of research. The initial phase of which is simply conducting a large
amount of desk research into a particular field. My initial field of research was into the music
industry and from this broad starting point I was able to narrow my focus to organisational Public
Relations. My desire to look into this area came from both passion for the industry and also a lack of
academic research into the areas that I specifically found interesting.
Research is the foundation of all academic writing. Performing thorough and detailed research into
any topic is essential to form a fair, unbiased and clear picture of the current state of academic
thinking, while also providing the intellectual fodder for an academic writer to formulate their own
thoughts and theories on the topic. As Szondi & Theilman put it;
"Academic Research aims to generate theories and models to describe and analyse trends"

(Tench & Yeomans, 2009)
This chapter is designed to give a better understanding of the way in which I went about the
research elements of the thesis. The nature of my research question and the objectives I set myself
when choosing the topic dictated a certain approach to acquiring information, both primary and
secondary. This chapter will lay out the thought process behind my decision making and explain how
and why I used the specific methodology I did. Within the chapter there are also definitions and
descriptions of primary and secondary research and how to go about data gathering for each of the
disciplines.
The chapter will also indicate what research tools I used in order to come by the information. For the
purposes of my research topic I felt certain methods were more appropriate than others and I will
outline the reasons for such in the following chapter. As well as the reasoning behind my choices I
will explain the ways in which a researcher would use these tools and also explain the advantages
and some of the possible pitfalls associated with these methods of data gathering.

3.2 Qualitative or Quantitative Research
The initial decision to make with regard to researching my thesis was whether to carry out
qualitative or quantitative research. My research question quite clearly lent itself to carrying out
qualitative research, at least for the vast majority of the thesis. Determining the effect of a Music
Festivals brand image and identity on its primary publics is at the core of this thesis.
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"Qualitative research is ideal for giving an insight into causes and motivations." (Tench &
Yeomans, 2009)
The strength of Quantitative Research is in numbers. Quantifying particular trends and phenomenon
into easily generalised subjects and analysing the results is the central tenet of this type of research.
"Quantitative approaches are used to deliver comparable, generalizable results, expressed in
numbers ('quantities')." (Tench & Yeomans, 2009)
While there are strengths to this form of research, especially used in conjunction with Qualitative
methods, the objective of my research question is to gain an insight into effects on attitudes and
motivations. These are subject areas that are hard to investigate using typical Quantitative methods
and evaluation tactics. It is because of this reasoning that I felt that carrying out Quantitative
Research would not provide me with the correct insights and may lead me down areas that were not
central to my overall objectives.
The central agenda of my research is to understand better the effect of Organisational Public
Relations, as defined in Chapter 2, carried out by music festival organisers on their intended publics.
Additionally I wanted to see how these PR efforts affect the thought processes and feelings of said
publics. Relationship building and reputation creation and management are central to the aims of
organisational public relations. All of these areas, and research into them, lend themselves readily to
Qualitative Research because they are concerned with intangible elements such as opinion, emotion
and general feelings towards an organisation or company.
"Qualitative Research offers a powerful means to better understand communications
relationships and the social world." (Daymon & Holloway, 2011)
While it was clear to me early on that Qualitative Research would form the backbone of my
research, it is important to understand the limitations and drawbacks of the discipline. The open
nature of the research, semi- structured interviews for instance, allow for far more flexibility in the
respondents answers to a particular line of inquiry. This can lead to a certain amount of meandering
and researchers being led into some irrelevant territory that has little or nothing to do with the
overall agenda. There have also been accusations of a lack of transparency with research results

3.3 Primary Research
In its most basic terms primary research is concerned with the collection of new data and
performing new research into any given topic. Primary research can be gathered in a Quantitative or
Qualitative fashion through the conduction of numerous methods such as surveys, questionnaires,
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focus groups or interviews. These methods can be carried out on individuals or with small test
groups. The analysis of the data collected from these methods is what will form the body of the
research topic being studied. Primary research is most often carried out after a basis of knowledge is
gathered from previously gathered information and data.

3.4 Secondary Research
Secondary research, often carried out before primary research, is the collection of information from
varied sources of research that has already been carried out on the general topics of study within
ones field of interest. Secondary research, also known as desk-research, will form the basis for the
preliminary thoughts and structure of the research question. Sources for secondary research are
generally publically available from the internet, databases and libraries. The research will help
structure the path that the rest of the research will take and will inform the structure of primary
research methods such as interviews and surveys. The knowledge gained from secondary research
will allow the creation of specific questions and avenues of further study which will make up the
spine of the research question. This secondary data can also be used to compare with primary
research findings and provide support and validity for the overall research being carried out.

3.5 Interview
One of the primary methods of gathering qualitative information is by conducting an interview or
series of interviews with important industry figures. Interviews are a very good way of gathering
first-hand information about a topic, from people and professionals with intricate knowledge of the
topic. The intentions of the qualitative interviews I conducted were to gain a better understanding
of thought processes and motivations held by specific people.
"Qualitative research seeks to explore meaning and perceptions to gain a better
understanding and/or generate hypotheses." (DiCicco-Bloom & Crabtree, 2006)
The interviews I conducted were of the semi-structured variety. This format is preferable for a
number of reasons. Conducting an interview with stringent parameters and questions designed with
simplistic answers in mind has its place and purpose, yet semi-structured interviews allow a little
more room for interpretation of answers. Questions can be re-arranged to suit the flow of the
interview and often new topics will arise during the conversation which can allow far more in depth
analysis than previously expected.
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On the other hand this does allow for a certain amount of insecurity in the answers you are
receiving. Interviews are seen as very susceptible to Interviewer instigated bias. An unskilled
researcher can influence the trajectory of the interview in subtle ways, often without their intention
to do so. However things such as speech patterns, body language, eye contact and general
demeanour of the interviewer can influence the attitude of the interviewee in subtle ways, skewing
the results and calling the impartiality of the process into question.

3.6 Surveys
Conducting widespread surveys was a tactic I felt was essential to evaluate the communications
strategies used by music festivals and understand the effect these strategies had on their intended
publics. A music festivals primary target market is the ticket buying public. Without the festival goers
the festival will, simply put, cease to exist. For this reason it was essential for me to gather as much
information about the effect that the festivals communication strategies would have on them.
Surveys are ideal for obtaining good information from a wide sample of people.
"A social survey is a method of obtaining large amounts of data, usually in a statistical form,
from a large number of people in a relatively short time." (Chapman., 2014)
One of the main strengths of carrying out a social survey is that it is a relatively unbiased form of
gathering information. Questions are composed in a way to leave little ambiguity about the answer.
Usually they will take the form of multiple choice questions. However it can also be argued that this
allows little insight into the thoughts and behaviour of respondents. Social surveys provide statistical
information but they are limited in the quality of qualitative data they will produce. Another
weakness that can be attributed to a survey such as this is that statistics can be made to support
most arguments and vital results omitted to strengthen a point of view. I chose to tackle this issue by
narrowing my survey to ten questions which covered the basic areas I wished to evaluate. These
topics included the use of social media and the motivations behind purchasing tickets. By narrowing
the scope of the survey I intended getting directly to the core of the topic I was researching.
I decided to use this form of data gathering because it was the most economical way to gather a
large amount of data, from a large test field, and form basic theoretical opinions on the effect of
organisations communications tactics on their intended public. Social media allowed me to circulate
the survey to a large number of people and it provided me with a strong test field of 100
respondents from which I could make my analysis. The survey provided me with a basis for my
research and very good insight into the thoughts and feelings of the respondents. From the statistics
I was able to come to some conclusions about the effectiveness of the communications strategies.
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3.7 Reliability & Validity
"Reliability is the degree to which an assessment tool produces stable and consistent
results."(Phelan, 2014)
This is a very neat definition of the parameters of the term reliability when applied to any type of
research. Essentially this means that, should the research methods adopted be repeated on a new
test subject or group of subjects there is a high chance of getting similar results from the test.
Uniformity is not necessary; however the ability to rely on a small test sample as an indication of
trends and feeling in a more universal way is important. Ensuring that interviews are conducted with
people that are experts in the field of study maintains a high level of reliability in the answers that
they will give and the insights they can provide. Similarly, when conducting surveys, the structure of
the questions and the optional answers will maintain the reliability across a large test group.
"Validity refers to how well a test measures what it is purported to measure."(Phelan, 2014)
The validity of the answers retrieved from conducted research is very important. If the validity of the
claims can be questioned it will jeopardise the entire area of research. Ensuring that a broad range
of opinions and samples are obtained is a key way to increase the validity of research. Peer
consultation will give a broad analysis of one topic from multiple points of view and from there
consensus can be drawn to pre-empt any possible issues with the validity of one sample or opinion.

3.8 Triangulation
Triangulation refers to the practice of adopting two or more methods of data collection and
triangulating a sensible and coherent argument from all the methods employed during research. The
research can involve qualitative & quantitative research and can take the form of primary or
secondary research. The larger the amount of methods used the greater reliability and validity can
be assumed from the data collected.

3.9 Conclusions
By carrying out wide ranging secondary research into literature and articles on my chosen subject I
was able to gain a broad base of knowledge into my field of study and related topics. These topics
included Event Management, Publicity and others that play a key role in the establishment and
running of a successful festival. Continued research into the applications of Social Media in a Public
Relations campaign gave a broad knowledge of the effect the format could have in the creation of a
positive Organisational Identity.
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The knowledge gained from the literature review, coupled with the setting down of research
objectives are what informed my decisions when it came to the type of research I would carry out.
These objectives led me to follow a qualitative structure throughout my research. Conducting
interviews with relevant professionals, in the field of Public Relations and the music industry,
allowed me to gain expert insight into the areas from which I needed information. Also, by carrying
out a broad ranging survey, with constructed questions and answers, allowed me to achieve a broad
sample of the opinions and motivations of music festivals key demographics.
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CHAPTER 4:
FINDINGS & ANALYSIS
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4.1 Introduction
The predominant area of research for this thesis has been uncovering the importance of a music
festivals identity in the eyes of the consumer. I wanted to find out what exactly has to go into
making a festival a success from a public relations stand point. One of the main aims was to look at
festivals that are in various stages of their life cycle. In this way it becomes clear what steps are
necessary for small first time festivals to flourish, and also to analyse and critique the methods of
communication for some of the larger festivals. It would be easy to dismiss a live music festival as
simply a collection of bands that bring fans of each band together. There may in fact be a belief that
festivals, especially the larger ones such as Electric Picnic, are ready made money makers that have
to do very little to succeed. However this is not necessarily the case. Shane Dunne, creator of
Indiependence Music and Arts Festival, believes that as few as 10% of Irish festivals would be making
a profit year on year.^^ This suggests that festivals are a far larger undertaking than is necessarily
assumed. This fact also reiterates the importance of the Public Relations techniques being
investigated here in relation to live music festivals. Analysis of causes and effects of positive and
negative image, reputation and identity is not just important but imperative for festival organisers.
The concept behind a festival, its inception, promotion and marketing are massive campaigns that
run from one end of the year to the other. The sense of ownership and emotional relationship that
festival goers have with their chosen festival means that it is necessary for organisers and promoters
to engage with the public on an almost daily basis. There is a very prominent two way relationship
that exists between the organisation and its publics and nurturing this is one of the key elements to
a successful music festival. The two way symmetrical relationship, as conceived by Grunig & Hunt in
Public Relations Techniques (Hunt & Grunig, 1994), is generally accepted in Public Relations reading
as the ideal structure to base communications strategies on. The need to send a message and
receive feedback is the basis of this in its most basic terms. This system is important for every kind of
organisation, from banks to hospitals and governments, and it is critically important for music
festivals. A festival will cease to exist without its ticket buying public. Therefore without ensuring a
continued positive image and reputation it would begin to suffer as an organisation.
The following chapter is concerned with analysing the results of research carried out on the topics
introduced in Chapter 2. The chapter takes the form of highlighting a number of sections that are of
vital importance to the creation of a positive and long-lasting Organisational Identity. Within each
section is analysis of findings that were recovered through the methodologies described in Chapter
3. The results and analysis of them, combined with the foundation of knowledge gleaned from

Irish Festivals Let Down by Government by Stuart Clarke, Hot Press Magazine, Vol. 30, Issue 10, Pgs. 71-72
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academic literature on relevant subjects provided the information needed in order to lay down a
series of thoughts and theories on the ideal strategies and tactics that should be utilised by Public
Relations teams with regard to live music festivals

4.2 Concept of Festival
When coming to the decision to organise a music festival there are many important factors to
consider. The success of some of the bigger festivals could lead organisers to believe that festivals
come with ready-made audiences and revenue. As with any organisation that is looking to establish
itself there are certain things that must be carried out prior to any business taking place. The
research and development of the idea is paramount to success. The general belief of the consumer
towards festivals nowadays is that they are big business and, generally, established to make a profit
from the consumer. (See Appendix A, Pg. 64)
With this in mind festival organisers should be aiming to achieve an image that is not so
commercially driven, or at least doesn't appear to be commercially driven. The public, and in
particular younger generations, are hugely commercially savvy. They do not want to feel like they
are being milked for cash, therefore providing a top quality festival which aims to serve the wishes of
the festival goers is a major step in the right direction. These facts are in direct support of the theory
put forth in literature on the topic of Organisational Public Relations (See Section 2.2).
The market place for festivals in Ireland is a particularly crowded one. Music festivals alone run to
the hundreds and on top of these there is a multitude of other niche festivals that cater for
everything from Arts to fine cuisine, sport and film. Within the broad terminology of a music festival
it is of paramount importance for organisers to come up with a unique concept for their festival. The
more unique the concept of the festival the easier it will be to market and target to particular groups
of people. When questioned on the matter Carrie Ann Lordan, Managing Director at Red PR said;
"Creating o brand that is unique to others is key to it" (Carrie-Anne Lordan)
"Everybody is looking for a unique selling point for their brand, for their event to stand out."
(Carrie-Anne Lordan)
Uniqueness and diversity are essential to the establishment of a festival. Therefore it is imperative
for organisers to commit themselves to an intense period of investigation into what would
constitute a unique angle to approach a festival from. The concept of any new festival should
therefore come from the mind of the consumer. By conducting research into what trends and genres
are popular, organisers can take the feedback of particular demographics and create an event that
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would cater for their specific needs and desires. This in turn should limit the risk of the festival not
achieving the success that organisers were targeting.
The key to establishing a successful small scale festival is to strike upon a concept that appeals to
certain people. Through research it is possible to find out and uncover niches, trends and new
markets that can be utilised and exploited to not only establish a commercially viable idea but also a
festival that is appealing to your target market. Developing a unique image and brand is something
that will set you apart from the other festivals of similar size and close proximity, be it geographical
or overlapping dates of the event. There has been a massive surge in new festivals in recent years
and all have been seeking a unique selling point from which to build a strong following. The
ingenuity and creativity of the concept will ultimately have an indelible impact on whether or not
the festival will become established in the consciousness of the public.

4.3 Establishment
As has been seen with creating the concept of a festival, carrying out research into the market is a
key activity necessary to establishing that concept as a real life, successfully operated festival.
Initially it is used to figure out where there is a need for a festival. In order for the concept to be
established in the mind of the consumer, however, there are a number of things that must be
achieved. First and foremost a music festival should be fully concerned with supplying a service that
is both required and desired.
"Researching the market first and foremost, seeing where the gap is" (Carrie-Anne Lordan)
An issue that should be of concern to the organisers of festivals is the belief uncovered during
surveys carried out while researching this thesis. Question nine of the survey was designed to gauge
the opinions of festival goers as to the reasons behind a festival being set up (See Appendix A,
Pg.65). The results showed overwhelmingly, about 75% of respondents, that people felt that the
majority of music festivals were established with turning a profit as the central goal.
This should be of concern to organisers and promoters alike. As was shown in Chapter 2 and also in
the previous section, it is far more desirable for a festival to appear to be set up with the central goal
of entertaining the public. Consumers nowadays are too clued in to the advertising process and tend
to have adverse feelings towards commerciality. This can be particularly true when it comes to music
festivals because, as with popular bands, often when they become too successful and commercially
viable, they begin to lose their appeal. During his interview John Duignan, bass player with Irish band
Kodakid, highlighted this problem saying;
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"My ex went to it (Knockonstockon Festival) this year and she loved it, and you'd be surprised
how quickly that will filter out. You know the word of mouth thing spreads everywhere and
then it'll be too commercial and then she won't go to it." (John Duignan)
This is a common trend with music fans, a group which can be highly pernickety, when it comes to
commerciality. This however would be of less concern to the truly massive festivals. Longitude and
Electric Picnic for instance. These festivals have grown to a size that the commerciality that repels
some will in fact attract many more. What these festivals have also had is the benefit of time. Brand
image and reputation is an area of Public Relations that can take a long time to fully engage with the
public.
"It would take on overage, in my experience, 3-5 years to develop a festival to the point of a
stand-alone brand" (Carrie-Anne Lordan)
Once the festival has been established in the sector for a number of years, organisers will start to
see the benefits of the Organisation Public Relations techniques they have been implementing.
Festivals can go from strength to strength after an establishing period because the target
demographics will have become that much more clearly defined and the knowledge of past events
will inform continued efforts at maintain favourable Organisational Images and the reputation of the
festival.

4.4 Target Demographics
Identifying a festivals target audience follows the same logic as uncovering the appropriate 'publics'
for a multinational corporation. Targeting a specific demographic will not only reduce the scope of
PR activities down to essential efforts but it will also focus it towards people that are, at least in
theory, willing to receive messages about music festivals. Through a survey conducted during
research for this topic it became very clear that there was a certain age demographic for attending
music festivals. Nearly 70% of respondents were between the ages of 22 and 30. Automatically that
provides insights into the best ways to communicate messages to this particular demographic.
This of course is simply the start of targeting your campaign efforts. Festivals provide for many
different tastes and desires. Finding a viable and commercially attractive combination of tastes is the
ultimate goal. Further study and research into the hearts and minds of your chosen demographic will
produce the results that can then be built on in order to create the festival. Festivals which specialise
in a particular genre of music, particular level of success, independent or signed acts are more likely
to get off the ground and running in the hugely competitive market place.
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"The identification of the 'publics' of public relations is fundamental to the planning of a PR
programme, for unless the publics are defined it is impossible to select the media that will
best convey our message to them."{Baines, Egan, & Jefkins, 2004)
Defining an organisation's publics is one of the most basic duties of a public relations official at the
start of a campaign. It is perhaps the strongest recurring theme in all Public Relations literature.
Without defining the publics an organisations message is simply being cast out into the ether and
may not reach the people who are in the right social, cultural, and psychological state to receive the
message in the right way.
"Looking at who your audience is, who the target customers would be and the demographic
profile of the type of person that you would be attracting to this sort of concert or event or
festival, at that point your brand image has to tick the boxes for those people" (Carrie-Anne
Lordan)
This is a crucial point that needs to be made. If, as an organisation, target markets are identified,
researched and the intention is to create a festival for this particular demographic, then the resulting
festival must be as close as possible to the parameters set out by the target market. Appearing to be
one thing and in actuality being something hugely different will spell trouble for a festival.
"The likes of Glastonbury, what is it anymore? It's just a massive festival with every type of
anyone, every type of bond, every type of act playing at it. I think it waters down the image
of the festival big time." (John Duignan)
"We have a lot of other festivals that are all encompassing I think that's not really a good
thing. I think a festival should be a festival, like Body and Soul is body and soul, hands down."
(John Duignan)
However, in the opinion of Carrie-Ann Lordan, smaller music festivals, by necessity need to be more
diverse and appeal to a larger audience than just one particular niche.
"When it comes to smaller national festivals I think they do need to cost a wide net, I think
that they do need to push it out to a wide audience because they're competing with the
bigger events on a national stage and they mightn't hove a brand that's os well known or os
well recognised by the consumer" (Carrie-Anne Lordan)
The application of this belief can be difficult. However the key perhaps lies in falling upon a concept
that appeals to a very large demographic, while maintaining a singular idea at its core. A festival
must appeal to a large enough audience to ensure, as much as is possible, that all the tickets to the
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festival are sold. Yet once the festival is sold out, it must then provide a unified and coherent event
that will entertain the entirety of the audience for the majority of the running time of the festival.
Avoiding the eventuality where different pockets of the crowd are entertained and stimulated while
others are unattended would again be disastrous for the image of the festival.

4.5 Advertising & Promotion
Advertising an event and promoting it, especially in the early days, is obviously essential. Getting the
public to notice the event ahead of others, and in turn to spend their money on festival tickets,
cannot be achieved simply by announcing the festival is going ahead.
Advertising and promotion must be intuitive and inventive because a formula for all festivals does
not exist. Organisers must be self-aware when it comes to promoting the festival and involve
themselves in activities that are both effective and appropriate to the event they are running.
Interestingly, from the surveys carried out, it became apparent that advertising messages were the
least considered aspect for festival goers when deciding to attend a festival (See Appendix A, Pg.59).
This suggests the possibility of two readings into this result.
Either advertising doesn't work, or currently festivals are engaging in advertising campaigns that are
not designed to maximise their return on investment. As we can see in Advertising and Marketing
literature the former is not true. This means that, for the most part the money being spent by
festivals is not effective.
Festivals need to integrate their advertising much more closely to Public Relations theories and
practices. Advertising needs to be very much a part of the image creation and Organisational Public
Relations Campaign that organisers set out up when promoting their festival.
"I would definitely go down a stunt route, celebrity endorsements, photocalls, press releases,
creating feature articles, inviting press along to a launch...and creating a press pack for them
so they have no excuse not to run with your story" (Carrie-Anne Lordan)
By integrating the advertising campaign with the overall strategy for creating a favourable
Organisational Identity, ad buys and other advertising expenses can be seen to be contributing to
the overall integrated campaign, something that is held up as an ideal in the Public Relations
literature.
Of course not all festivals will have the investment capital to engage in widespread advertising
campaigns. Start-up festivals and emerging festivals will not have the ability to spend large amounts
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of money advertising the festival far and wide. Utilising some Public relations tactics, along with a
considered and well researched strategy for where the festival will be advertised, and who it is
advertised to, is essential for small scale festivals in order to maximise the effectiveness of their
investment.
"When it comes to the smaller festivals that are more regionally based you can be a little
more selective in terms of your geographical spend and your geographical promotion of your
event" (Carrie-Anne Lordan)
"In principle you're really targeting a 50-60 mile radius around a smaller festival which
means you con be a little more niche in terms of your PR activities" (Carrie-Anne Lordan)

4.6 Sponsorships
Advertising and promotion at music festivals is a huge business, both from the view of promoting
the festival and also acquiring capital in the form of sponsorships and corporate alliances. When
considering these alliances from a public relations angle it is important to understand the reasons
behind which companies sponsor the event, from what industry these sponsorships come from and
the effect that the associations have on the public. The music industry is very closely tied with
numerous other industries, such as charitable organisations and the alcohol industry, and these
partnerships can have an effect on the image and reputation of a music festival.
Corporate sponsorship is of course hugely important to any large scale event. The money raised by
this practice is what drives the ability to get top quality acts to the festival. As well as this it provides
necessary funding, that is not forthcoming from grants and allowances from the government, which
enable the festival to pay the massive fees involved in running a safe and successful festival.
However, when it comes to people's attitudes towards these sponsors it can be troublesome to
maintain a balance between controversy and necessary alliances. The public today demand a level of
transparency and social responsibility and so the choice of corporate allegiance is very important.
"I think it's something that we need to be seen to be careful of, and we need to demonstrate
corporate responsibility when dealing with these issues" (Carrie-Anne Lordan)

"At the end of the day you'll get a lot more in terms of sponsorships from a drinks company than
you will from on organic vegetable company" (Carrie-Anne Lordan)
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Overall the corporate links are a very necessary evil. There can be an overwhelming desire to
maintain a completely green, non-controversial stance towards these corporations. However the
fact remains that without the big business investors, festivals will drop in quality.
"I think it could do a lot of damage if we start to become so politically correct whereby we've
removed one of those big brands with budgets specific for sponsorship from the market"
(Carrie-Anne Lordan)

4.7 Publicity
The effect of negative publicity on a festival was somewhat divisive when it came to my interview
subjects. While both agree that the "All publicity is good publicity" mantra doesn't really apply to
festivals, they were somewhat divided when it comes to the overall effect on the general public.
From a professional PR standpoint the view was that bad publicity would have a knock on effect
from year to year;
"/ think when it comes to a festival, it is leisure and entertainment, it's not a necessity it's a luxury
and there is a lot of choice on the marketplace...when there's that choice on the market place
and that range of activities and it is a luxury spend, not a necessity, I think that you need to be
careful of your publicity and I think negative publicity does have a direct impact and it comes
back to haunt you." (Carrie-Anne Lordan)
"If you're an annual event that has a bad day, you hove a bad year, and next year will be when
your reminded of it" (Carrie-Anne Lordan)
"It's harder to get out of the range of bad publicity when you ore on annual or bi-annual event"
(Carrie-Anne Lordan)

However from the viewpoint of a festival goer and band member the experience of the festival could
override the effect of negative publicity;
"Number one it's all about the experience... yeah publicity does affect you, and it will change
your mind I suppose....when you're at the festivals, how you'd actually get on at the festival,
you're experiencing it first-hand so if the publicity is bullsh*t then you're not really going to listen
to it." (John Duignan)
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The effects of negative publicity on a festival can be hard to gauge accurately. From the experts
viewpoint it could seemingly go either way. However when festival goers were polled on the issue it
seemed as if negative publicity was a very important factor in their decision making (See Q5 & 6,
Appendix). The results of question 6 clearly show that the public feel a festivals reputation can be
massively, even irreparably damaged by negative publicity. However when combined with the
results from question 5 we see that it is not necessarily all negative publicity that will cause this
damage. Festival goers are willing to tolerate a certain amount of negativity or controversy.
The importance of "word of mouth" in terms of festivals was also highlighted as being a major factor
with the general public.
"But I think because you go to these things with your friends and whatever else, that what
happens is, it's all word of mouth... all it takes is two or three of your friends who normally go to
not go. And then that kind of thing will affect a festival more than bad publicity." (John Duignan)
"The Electric Picnic in the next five years could really lose its boutique feel... I know people kind of
say "Oh there's a different crowd going to it" and all that makes a difference. "(John Duignan)
This is supported by the results of question 4 of the survey in which festival goers were polled on the
factors that sway their decisions to go to a festival. Attendance of friends was the second highest
response. This clearly shows that the opinion of friends is highly valued.
What is clear, however, is that a method for dealing with negative publicity is absolutely imperative.
No festival is without incident so being alert and willing to meet the challenge head on can save
organisers in the long run.
"/ think you need to very well manage your social journalists, and I think you need to give them
the story sometimes to keep them sweet and I think there is times then when that relationship
stands to you in terms of how badly a PR crisis can be spoken about in the medio" (Carrie-Anne
Lordan)
From the literature read previous to my interviews and surveys, and the results garnered from them,
it is clear that publicity is perhaps the most perilous element of a music festivals existence. As was
quoted earlier;
"PR cannot overcome things that shouldn't have been done." (QFinance : The Ultimate
Resource, 2010)
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This is supported by the results and opinions of experts and attendees. The sporadic, annual nature
of live music festivals means that organisers and PR agents must be constantly on the look-out for
possible controversy in order to pre-empt the trouble because, if it is serious enough, there may be
nothing that can be done to save the situation.

4.8 Social Media
Social Media has revolutionised the practice of Public Relations. While there are in-built hazards
associated with the format, it has provided a platform for engagement hitherto unseen in the world
of corporate communications. Social media provides an arena in which savvy PR practitioners can
engage with target markets to unprecedented levels. It is a place where 2-way symmetrical
communication can be sought and, very often, easily found. As can be seen by the survey results
(See Question Q.7) most people that attend festival will follow festivals on Social Media platforms.
Organisations behind live music festivals have utilised the tools available on social media allowing
them access to thousands of people that are predisposed to receiving communications from the
organisation. Electric Picnic has over 143,000 followers who receive updates all year round from the
Facebook page. The interaction possible can be priceless in fostering a direct relationship with fans
and potential customers. As well as creating and maintaining a relationship with its stakeholders.
Social Media can be used for advertising and promotion, publicity, and creating links to booked acts
or other such attractions at the festival.
Social Media has permeated culture, society, relationships, business practice and, perhaps, every
other form of communication and interaction in the modern age. It is ingrained in society and it is
still growing and evolving. Generally speaking it has made many things seem far easier and in the
Public Relations sector it has been welcomed with open arms as a revolutionary way of maintaining
contact with one's audiences. There are however limitations to the reach of Social Media and
certainly there are many areas still to be perfected within its framework.
"/ would ask the question quite a bit of the following and of the fan-base you would hove, how
many of them are converting to actual real sales. Of those that engage how many of them are
actually coming through the gates?" (Carrie-Anne Lordan)
This fact is clearly apparent. Taking Electric Picnic as an example we have already seen that they
have 143,000 followers on Facebook. Clearly this amount cannot all be attending the festival. People
do not see the Facebook page as a place to go to buy tickets and not all followers can be expected to
be ticket holders. This opinion is supported if we look at the survey results (See Q.8, Appendix). We
can see that the majority of respondents are not likely to be enticed to go to a festival by Social
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Media activity. They are not there to be persuaded to go, they are there to form or maintain a
relationship with the festival and see what the image and identity of the festival is and what it stands
for.
"People don't tend to buy through Social Media, they tend to engage through Social Media
and it raises their awareness." (Carrie-Anne Lordan)

However the size of the number of followers is important for the festival because it suggests
potential sales and indicates a massive interest in the festival. Raising awareness, as we have seen, is
massively important for festivals. One of the main points to take from the literature on this subject is
to maintain constant, but not belligerent, communications with the public. Social Media is the ideal
format to maintain this kind of engagement with customers. While the festival may be confined to a
weekend in the summer, social media is a year round phenomenon that has instilled itself into daily
life like no other form of communication.
"I think that we need to probably post less, but more efficiently and more effectively and include
content of interest to your audience" (Carrie-Anne Lordan)
Issuing daily updates is not necessary the year round. However activities such as raising hype,
spreading rumours of possible acts, informing about ticket sales and prices and other such activities
can be rolled out on a bi-weekly basis to serve as a reminder of the existence of the festival.

4.8.1 Traditional Media
An important aspect of any campaign is always the organisers' use of traditional media. While Social
Media has taken over the world and every organisation is present and active on it, traditional media
outlets have certainly still got a role to play.
"There is an audience out there that isn't Social Media savvy who hove lots of time on their
hands...that's the clientele that you won't reach through Social Media and that you can't forget
either" (Carrie-Anne Lordan)
One of the most important aspects of the Social Media revolution is not to be carried away by its
possibilities and be aware of its limitations. Although the day may come, probably in the not too
distant future, that every person is connected to the Social Web, it has not yet arrived. A strong
integrated campaign must not rely solely on the new technology when there is a vast array of
stakeholders who will avoid Social Media and festival organisers cannot afford to neglect this
demographic.
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4.9 Reputation & Relationship to Customers
4.9.1 Positive:

The relationship consumers have \A/ith a festival is one of the most important factors in their decision
making process for buying tickets. This is evident by the results in question 4 of the survey sent out
for this research (See Appendix A, Pg.59). Both previous attendance and the festival itself received
numerous votes, suggesting a previous or existing relationship with the festival. Generally speaking
music festivals have a very high amount of people who will go more than once.
"I think if they go to it and they have a brilliant time, then they'll go again." (John Duignan)
The most important element of this relationship is the experience they have at the festival itself.
While this may seem obvious it is important for festival organisers not to underestimate it, and
consequently not put an over-abundance of time and money into other areas of promotion and
advertising. A measured and controlled approach that plays on the emotions and positive feelings of
the attendees is far more beneficial than constant media bombardment.
"Having worked in a festival environment I think it's quite risky business....people's experiences
do mould their behaviour." {Can\e-Anne Lordan)
Positive relationships with regular customers will be hugely beneficial to the continued growth of a
festival because, as we have seen throughout the research, word of mouth is a massive way of
expanding and promoting a festival. If we were to look at Indiependence festival in Cork as an
example we can see the huge impact it is having. Having started in 2006 as a free independent
festival, it has expanded through positive reaction to its previous events to be one of the best music
festivals in the country catering for international acts and thousands of festival goers.
The emotion and feeling customers have towards a festival is dependent on the impact that the
festival has on the person. Organisers must ensure the festival is filled with positivity despite any
possible troubles they may have. This comes back to having a good understanding of event
management as highlighted in the literature review. Public Relations is not simply about having the
right message, it is also about having the right people in place from the event manager to the bands
and even the security personal. All the elements must work in unison to create a good atmosphere
for the customers, as they are the ones that will spread the word be it positive or negative.

http://keelanfoley.eom/2013/08/08/indiependence-festival-review-2013-day-l/
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4.9.2 Negative
Of course not all relationships will stay positive forever. A negative event, review or atmosphere at
the festival can be detrimental for the festival. A bad experience can leave a bad taste in the mouth
of both customers and bands alike. The festival experience is one in which all concerned expect, and
to some degree demand, a positive experience. If, for one reason or another, this positive
experience doesn't happen then festival organisers may have some issues next time around.
"If you go somewhere and there's an incident, even if it's completely out of your control, at an
event perhaps an incident where somebody has broken out into a row, it reflects badly on the
tone of the festival and will certainly put people off" (Carrie-Anne Lordan)
Again we see how the power of the people is word of mouth. The public nature of the festival means
that any trouble that can happen will almost certainly happen in front of a large group of people. As
the results of question 5 show (See Appendix A, Pg. 60) controversial events can and will affect a
customer returning to a festival. Should the event be large enough, this negative feeling will filter
out incrementally, not just in the eyes of the customers, but into the media and beyond the festivals
target market. It is here that a positive relationship with traditional media outlets can be hugely
beneficial as a means of damage limitation. Should the traditional media have been neglected
however, a PR professional could find it very hard to contain a negative story.
Festival goers are not the only stakeholder that festivals must be concerned with. As we have seen
the traditional media must be taken into account too. On top of this there is also pressure to
maintain a positive relationship with the performers. Issues with stage management, stage set up,
sound quality and the expertise of the support staff will cause issues with the bands playing. As they
are the main draw of a festival it is imperative that organisers keep them satisfied and willing to
perform and return to future festivals. Smaller festivals in particular must be concerned with this as
they will be more likely to run into technical issues as John Duignan points out;
"Because it's the first year, they've bitten off too much and they've tried to hove five or ten
stages... like it's getting so bod now that, with everything that's gone on with them, I don't know
if I'd go or even play next year....it does really affect your perception of the whole festival and it
does affect how you view the festival as a customer or os a festival goer" (John Duignan)
"If you ploy a festival, it's not necessarily the festival that you play that's going to be detrimental,
it's how you come off...., it's all about the sound, the sound engineer, stage, and then after that,
how well the event is run, like any event, so you wont to hove a big crowd there." (John Duignan)
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4.10 Past to Future
Engaging with your publics is essential, especially for managing the reputation of the event. The
necessity to remain in the public consciousness cannot be overstated because of the amount of rival
festivals that are actively competing with each other for a relatively small audience. Social Media has
become the go to tool for this kind of two way engagement where the consumer can be as much the
driver of content as the recipient.
"You really do need to engage regularly or it looks very superficial when you touch base at that
usual month-out point when you start to jump up every day in their inbox" (Carrie-Anne Lordan)
From looking at the Electric Picnic news feed it is clear how effective year round, well thought out
engagement can be. Posts appear all year round showing images of the previous years' events,
highlighting promotions, advertising when tickets will go on sale and other such content. Not only
does this type of content keep the festival fresh in the mind of the target market, but it increases
anticipation for the next event, and they play on the positive emotions of previous attendees.
"I think it's necessary to a point, I think that within the communications mix, and combining that
with event management there is a year round activity needed. Whether it's reviewing the festival
gone by, thanking the people who were involved, promoting it in terms of your post event
campaign, highlighting all the cool pictures and actually just keeping in touch with your
customers." {Came-Anne Lordan)
Restraint is one of the most important elements of these constant reminders however. A barrage of
information, promotional materials and image will serve only to annoy the consumer. As seen by the
results of question 9 (See Appendix A, Pg.64) in the survey up to 75% of respondents believe that
festivals are merely big business, designed to make money. We have seen in the literature and from
the expert interviews that this is not the ideal situation.
"I think it does depend on the audience, I think the older generation are slightly more cynical
of that sort of thing and that profile needs to be don't insult them with bombardment but at
the same time, put some interesting content there that they con engage with throughout the
year" (Carrie-Anne Lordan)

A constant barrage of promotional material being seen all year round will do little to allay this
particular feeling. Remaining on topic and focusing on the music, the vibe and the experience will
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provide much stronger and accountable returns for organisers. It will improve the overall
Organisational Identity and Reputation of the festival in the eyes of the consumer.
"If it's a customer database that you're constantly engaging with or ofon-base on social media,
it's important to constantly soy "Hi, this is where we're at", share different things that aren't
even related to yourselves but have a subtle undertone to say "Yeah this is fun, and we're fun".
(Carrie-Anne Lordan)

4.11 Conclusion
Like any other PR campaign the most important thing seems to be consistency of message. If the
festival has a clearly defined image, a particular set of target audiences and, most importantly a well
thought out strategic campaign, maintaining a consistency of message is paramount.
"It's the way that you actually communicate that message that changes as opposed to the actual
content or the key message itself" (Carrie-Anne Lordan)
The key factor in promoting a festival to any of the demographics is consistency. Organisers need to
stay on point and within the parameters of their strategic campaign. Therefore one coherent
strategy can be applied across the whole range of Public Relations tools available to organisers, from
social media to traditional media, press conferences, public stunts and competitions.
When we consider creating an image for a music festival it is imperative for the idea to be
established before any communications are sent out into the public domain. A well rounded
campaign will incorporate many different stages and these stages will be explored in the following
chapter.
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CHAPTER 6:
CONCLUSIONS &
RECOMMENDATIONS
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6.1 Objectives
The main objectives of my research during this thesis were specifically around the areas of brand
image, identity and reputation. Throughout my research there was a set of objectives established in
order to focus the thesis on the sections of Public Relations theory that I felt were relatively
unexplored.
The objectives that I set were as follows;
1.

To analyse the Organisational Public Relations and Management functions required to
successfully run a music festival.

2.

To investigate the necessity for festivals to create systematic, integrated public relations
campaigns that will appeal to their indicated publics.

3.

To investigate to what extent these campaigns affect their target markets and understand
the effect communications have on the consumer's willingness to purchase tickets

4.

To analyse the importance of a festivals reputation amongst its target audience and
investigate the extent to which negative publicity can adversely affect the continued success
of a festival.

5.

To curate a group of recommendations for accepted best practices throughout the planning
stage of a public relations campaign for a live music festival.

6.2 Conclusions
At the outset of my research, from studying literature on broad topics involved with Public Relations
and the entertainment sector it became clear to me that the importance of Organisational Identity
for live music festivals was an area that had not received a proportionate amount of attention in
comparison to its importance to the success of the event. Organisational Identity, encompassing
Image and Reputation are the essence of success for a festival of any sort, not simply musical
festivals.

Identity
I concluded that the Organisational Identity of a festival is so important because organisers are not
selling a product, in the way normal businesses sell products; they are attempting to sell the image
itself. Consumers of music festivals are in the market for an emotional connection to a festival, they
want to feel invested in the event and to feel like the event is a place that they will find similar
people and music and attractions that appeal to their own particular desires and sensibilities.
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Image
It is therefore incumbent on organisers and particularly the Public Relations team to create and
image that will appeal to a selected market. They can do this through a whole host of Public
Relations techniques such as researching their market, identifying target markets and niches,
utilising clever marketing, creating business links and sponsorships, designing appealing brand logo's
and ensuring the communications are designed and distributed in a coherent and integrated manner
so that the right people receive the communications. These are some of the specific functions of the
Public Relations techniques that management must ensure are carried out for the festival to be a
success.
Social Media
Social Media has become the touchstone for almost all Public Relations activity, and as with most
other disciplines, it is a tool that must be utilised in the correct way. Throughout both primary and
secondary research, including interviews and desk research it became abundantly clear that, when it
comes to Social Media, less can certainly mean more. Strategies for festivals on Social Media should
take the form of incrementally increasing the amount of posts that are sent out to the audience.
These posts should be inventive and promote responses from followers and stick stringently to a set
of pre-established guidelines. Continuity is the primary goal and a theme that suits the image of the
festival needs to be decided upon from the very outset.
Event Management
It is clearly apparent that the festivals primary skill required for running a festival is elite event
management skills. The logistics of running any festival are massive and the larger the scale of the
event the more complicated it becomes. From a Public Relations stand point however it became
clear that these skills should not simply be utilised to run the event successfully, they can also be
utilised to improve the image and reputation of the festival as a whole. Specifically training all
members of staff, briefing them on behaviour, attitude, crowd interaction and all other aspects of
the festival is essential in order to maintain the image of the festival. If all employees, from security
to food staff and health and safety services, are briefed and trained in interpersonal skills, as well as
their primary functions, then they too can be part of the experience for the attendees of the festival.
Festivals need to be an event that people walk away from having been completely immersed in a
new and fun experience.
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6.3 Recommendations
The following bullet points are the core findings and recommendations that I have derived from both
reviewing accepted literature on my research topic and also from performing my own primary
research into the field. The following is a list of simple points that, from my research, I believe would
positively influence the creation of a favourable Organisational Identity for a live music festival. They
would also be intrinsic elements of any image and reputational images that may arise throughout
the festival's lifespan.
o

Researching a particular niche in the market is the initial step that must be taken to find a
viable, commercial and interesting idea for a festival,

o

Deciding on the size of the festival before embarking on any planning phase is important.
Organisers must be sure that if they want to hold a festival for 3000 people, that the idea
they have come up with is interesting enough to attract that amount of people,

o

Location is a hugely important factor. People will only be willing to travel if the image is one
they will relate to and want to be a part of.

o

Utilising Social Media as a research tool to uncover groups, demographics and social trends
will improve the ability to highlight a niche market,

o

Errploying all the skills and techniques of Event Management is indispensable. The event
planner must ensure that all elements from the planning stage through to staff training,
looking after the bands and even transport facilities are up to the highest standard,

o

Every part of the festival must be seen as a reflection of the festival in the customer's eyes.
Ncthing should be allowed that does not fit in with the overall image that was decided upon
in the research phase.

o

Social Media needs to be utilised in a controlled and skilled manner. Simple barraging the
audience with information constantly will not suffice,

o

The festival lives and dies on its image and reputation. Maintaining a positive reputation
go ng forward could mean the difference between the festival going ahead each year.
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6.4 Further Research
Although the primary goal of my research was to investigate the image and reputation of live music
festivals, it was inevitable that throughout the research I became intrigued by the possibilities of
research into tangential areas of the research topic. Below I will lay out some of these topics that 1
believe would benefit from further research.
1.

The size and scale of live music festivals, especially the massively successful ones like Electric
Picnic and Longitude, means that they are astronomical feats of event management. I feel
that a further exploration into the specific elements of event management when applied to
large scale live music festivals would be a valuable addition to the literature of the area.
Even more specifically I feel the roles of employees at festivals could be investigated to see
the effect that all sectors have on the experience people have at festivals. Security, Police,
health and safety, food and drink servers and cleaners all interact with the festival goers and
I feel an investigation into their interactions and influence on the festival image would be of
high merit.

2.

The musical line-up of a festival is perhaps it's biggest selling point. It is the feature that
most people, according to my surveys, purchase their tickets on. It would be very valuable to
investigate the relationship between particular genres of band and the resulting audience
that attends the festival. The headline acts can often come from very disparate genres of
music. The effect on the image of the festival can be huge as the fan-base of one act could
simply over-run the rest of the festival. Is booking a huge dance act going to detrimentally
affect the overall festival? I feel in depth case studies into this area could be highly
informative.

3.

As it is the newest form of technology and one that has permeated every facet of life, it
would be remiss of me not to recommend further research into the area of Social Media.
The topic is labyrinthine in its possible uses and applications. It is merely evolving from its
infancy at this stage and one could feel like a dinosaur almost immediately because of the
speed that it is developing. When applied specifically to image and reputation management I
believe Social Media comes into its own. I believe that this is the area where Public Relations
practitioners can truly utilise it to its most effective extent but a set of rules and guidelines
must be established before it is to be truly used to its full potential. For these reasons I
believe in depth study is necessary into the psychology, sociology and cultural impact of
Social Media on festival goers. I believe this is the central area of research that needs to be
carried out to further the profession of Public Relations.
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Appendix A: Survey Results
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Appendix B: Interview Transcript 1
D.M:

Can I first get you to say your name and tell me your job title?

CA.L: Oh yeah, so it's Carey-Ann Lordan, and it's Managing Director of Red PR in Clonmel, Co.
Tipperary.
D.M:
Perfect, thanks for that. So in your experience how much thought and planning would be
put into building the image of a festival.

CA.L: To be honest I would say it's something that organically grows over a period of time anyway.
It would take on average, in my experience, three to five years to develop a festival to the point of it
being a standalone brand, where you would start to build a loyal fan base and that you start to be
able to assess trends in terms of attendances but also assess what elements of your PR and
marketing are most effective and that have given you the greatest return in terms of attendance.
D.M:
Do you think it is something that festival organisers are becoming a bit more concerned
about now in the modern day especially because of social media?

CA.L; Ya I think so, I think there is so many festivals out there and so many various events that it's
a very busy market place. Everybody is looking for a unique selling point for their brand and for their
event to stand out in the market place and for that reason there is a lot of time going into brand
image and building say for example to compare Oxegen to Electric Picnic it's a very different image
created for each but essentially it's a different crowd going to each and there isn't a natural cross
over but really creating a brand that is very unique to some others is the key to it.
D.M:
So what type of activities do you think would be included in building an image, like going
to traditional media or publicity stunts that kind of thing, what kind of activities go into that?

CA.L: Well I think definitely researching the market first and foremost seeing where the gap is,
putting your actual presentation together that fulfils that gap first, and then looking at who your
audience is and who the target customer would be and the demographic profile of the type of
person that you would be attracting to this sort of concert or event or festival. At that point then,
your brand image needs to tick the box for those clients, so it's kind of a chicken and egg thing that
you have to go back before you come forward. Definitely to launch anything I think PR is so
important. Build your brand through marketing first to come up with a very slick clean brand, know
your market, know all the elements of what it is you're selling from a sales perspective as well, have
your website live and all these bits and pieces and social media in place. At which point then you
have your ducks in a row and then you can launch it and essentially, yeah I would go down definitely
a stunt route, sometimes having celebrities endorsements, photo-calls, press releases, creating
feature articles, inviting press along to a launch including social press as well as music press as well
as depending on what type of festival it could be agricultural press. Definitely bringing them all along
and creating a press pack for that event to give them plenty of content and they have no excuse not
to be able to carry your story.
D.M: You mentioned there targeting your market. Do you think that is an activity that is
restricted to larger festivals or do you think smaller festivals have to just take what they get and
target a broad market and then larger festivals have the luxury to specifically target groups?
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CA.L:
Yeah, I suppose, there's two aspects to that. One is when you say smaller festivals are they
smaller national festivals? Or are they smaller festivals like country shows you know? And I think
when it comes to smaller national festivals, they do need to cast a wide net, I think they do need to
push it out to a wide audience because they are competing with bigger events on a national stage
and they might not have a brand that is as well-known and as well recognized by the consumer or
indeed you know, they kind of get a bit wiped out, they might not have the budgets to match the
advertising and promotional spend that some of the larger ones would have. I think when it comes
to the smaller festivals that are more regionally based, you can be a little bit more selective in terms
of your geographical spend and your geographical promotion of your event. By all means you would
love to get national coverage and its brilliant and that is where your media value is for your sponsors
and so on and so forth, but in principal you're really targeting a fifty to sixty mile radius around a
smaller festival which means you can be a little bit more niche in terms of your PR activities.
D.M:
For festivals, do you see a lot of festivals the likes of Electric Picnic etc. they would be
active all year round...

CA.L;

Yeah, one hundred percent.

D.M: ...there are things going on from them ail the time. Do you think that is necessary for
maintaining a relationship now or what would be an ideal scenario?

CA.L: Yeah, I think it necessary to a point. I think that within a communications mix and combining
that with event management there is a year round activity needed whether it's reviewing the festival
gone by, thanking the people involved, sponsors, suppliers, promoting it in terms of your post event
campaign, highlighting the great pictures, all that business. And then actually just keeping in contact
with your costumers I suppose, people have become social media savvy and you know the country
isn't full of dullards at the end of the day, you really do need to engage in it yearly or it looks very
superficial when you touch base at that usual month out point when you start to jump up every
single day in their inbox. So I think by having a constant but not irritating contact with your clients
and with those that are in your target market is much more subtle and much more effective and by
engaging with them more regularly you know you are setting the seed but you are constantly saying
we haven't gone away and we're not just after your money, which of course we are, but in principal
you just look like the good guys.
D.M: Speaking of the money, do you think the constant relationship actually boils down to
helping to sell tickets? Does it help to sell tickets in the long run?

CA.L:
I think so, I think if you have gone to an event particularly for past clients, as opposed to
target market where you directly market, but if it's a customer database that you're constantly
engaging with, or a fan base on social media, it is important to constantly say "Hi, this is where we
are at", share different things that aren't even related to yourselves but have a subtle undertone to
say "Yeah this is fun and we're fun". I think it makes it harder for them to diversify down the line
because subconsciously we are so busy that the constant, take the example Electric Picnic, if they
are touching base once a month or what not, it's never gone away really, where if it's been eleven
months before since another festival you know has even put a post online and all of a sudden you're
being bombarded, of course you'll have more of a gra {love/affection) for Electric Picnic and I think it
does depend on the audience. I think the slightly older audience is more cynical of that sort of thing,
and I think that profile needs to be, don't insult them with bombardment but at the same time put
some interesting content there that they can engage with it throughout the year is definitely the
way to go.
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D.M:
Because of the nature of festivals it is leisure and it is entertainment, do you think it is
easier for them to build a positive relationship but it is also a little bit more precarious because if
something goes wrong people kind of take it a bit more personally?

CA.L: I think, having worked in a festival environment, I think it is quite a risky business in the
sense that, yes when the sun shines and everything goes well and I think weather is probably the
biggest problem we have in the country because there is nothing you can do about it, there's only so
much you can protect yourself from it, sales are bought, tickets are pre-sold, sold out, you know
glorious weather and then it starts lashing at the festival and everyone is miserable and their sick
after it and they just have a bad feeling about it. You know what, time heals and usually these events
are an annual event and chances are they say after the rain last year, come next year. But in
principal, I think its peoples experiences do mould their behaviour as well, you are at the mercy of
the gods, in terms of environmental bits and pieces as well, it is probably the biggest concern I'd
have, does it affect their spend next year, absolutely if you go somewhere and there is an incident,
even if it completely out of your control at an event where there is an incident where perhaps
someone has broken out in a row or what not, it reflects badly on the tone of the festival and will
certainly put people off, no more than a pub environment on a Saturday night would be effected by
same. I think you need to very well be, you need to manage your social journalists very well. I think
you need to give them the story sometimes to keep them sweet and I think there is some times then
where that relationship stands to you in terms of how badly a PR crisis can be, i suppose, spoken
about in the media.
D.M: Speaking of that, publicity wise, one of the big things that happened here, obviously the
Garth Brooks debacle and preceding years with the Arthur's Day Festival, the thing with Christy
Moore constantly bringing bad publicity on Arthur's Day. The phrase "All publicity is good
publicity", I think that is not so much true really with festivals, would you agree?

CA.L: I think it's massive brands say for example when you think of all the publicity is good
publicity as a statement, you think of companies like Ryanair, where Michael O'Leary genuinely
doesn't care and like it or lump it this is what we're going to do and people are going to travel with
us anyway because we're the cheapest and we're this, that and the other and that is all fine. I think
when it comes to a festival because its leisure and entertainment, it's not a necessity it's a luxury. I
think it is something that there is a lot of choice in the market place, where if they could do this, like
take the August weekend just gone by I think it's interesting to see the amount of options that
families had last weekend in terms of festivals and events around the country to attend. And when
there is that choice in the market place and that range of activities and it is a luxury spend and not a
necessity, I think you need to be careful absolutely of your publicity. I think negative publicity does
have a direct impact and it comes back to haunt you. I suppose if you're a business that is working
365 days of the year, you'll have good days and bad days and you know things are diluted where as if
you are an annual event that has a bad day, you have a bad year and next year will be when your
reminded of it and anyone who Googles it, it will always come up. So I think it's harder to get out of
the range of bad publicity when you're an annual or a bi-annual event.
D.M: And just on that again Just a little bit, how much thought in your experience would be put
into the sponsorship alliances, so like Arthur's Day being so closely linked with alcohol. Is it
something you think organizers are careful about whether they are being socially responsible or
not?

CA.L: I will be really honest with you, I think it's something that we need to be seen to be careful
of and we need to demonstrate corporate responsibility when dealing with these issues. At the end
of the day, you will get a lot more in terms of sponsorship from a drinks company then you will from
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an organic vegetable company. So in principal they have marketing budgets to spend, they have to
show corporate responsibility as well. I think there is middle ground there, I know that obviously
there is the drink aware and drink sponsorship of, say for example, sporting events has been under
kind of scrutiny for quite some time but I think if you took Guinness out of the Galway Festival last
week it would have made for a fairly dismal festival atmosphere. And indeed the race sponsorships
and quality of horses that it attracted on the back of that prize money is worth noting and I think it
could do a lot of damage if we start to become so politically correct whereby we removed one of
those big budget brands with budgets that are specific for sponsorship from the market because if s
a small fish bowl then that we are all tackling, you know in terms of the marketplace for sponsors.
But yes, you do need to show pause and I think offering choice, including them and in your facilities
at festivals is important so I would use the example, yes you can have McDonalds as a sponsor and
they could be the take-away on site at the event but in principal if s important to have a Noodle Hut
and a salad bar as well and once you do that from a festival organisational point of view I think that
kind of covers you.
D.M:
In general how do you think social media has affected relationship building and brand
image for organizers?

CA.L: I would say it plays an important role. I would ask the question quite a bit of the following
and of the fan base that you would have, and how many of them are converting to actual real sales?
Of those that engage, how many of them are coming through the gates? It's funny, when I've
worked in a couple of festivals where we've sold through Facebook links, and people don't tend to
buy through social media. They tend to engage with social media, it raises their awareness, they
might chat to a friend, family, whoever they are attending with and then they go to the website to
buy. There seems to be an element of a trust issue there that needs to be overcome in terms of
social media. That said is it brilliant for building a brand? Absolutely. Is it brilliant for viral marketing?
A hundred percent. In the last number of years people have become much more savvy with social
media marketing and I think that we need to probably post less but more efficiently and effectively
now as a result of that, and to include content of interest to your audience. There was a time when
there was very little strategy and it was a constant reaction, because a lot of people that were in
marketing of these major events really were a little bit of a generation behind the whole evolution of
social media. It's absolutely very important but I think it's how you use it and I would prefer to have
less fans and engage with them and create sales from those fans, then have more fans and not see
any traction from it.
D.M:
From a survey that I did, it seems like what you said that people don't go to social media
to buy, social media doesn't affect their buying pattern. In your opinion do you think there is an
over reliance then from some festivals, do you think they put too much into that and not into
other tactics?

CA.L: Yeah it's a very good question, I think social media sometimes can be quite time consuming
and isn't as cost efficient as you'd think. You would say, if I'm to buy some digital advertising it would
cost thousands and Facebook and Twitter are so much more attractive in terms of spend but you
must remember the person sitting in the seat driving it and that salary is actually an expense too.
And I think that is where sometimes people see it as a more cost effective route for promotion than
it actually is. I think that it needs to be absolutely part of the strategy but one thing with here (Red
PR) is that we would have the office tiers to ever campaign and social media is but one. And you
would adapt your main message from your traditional campaign to suit social media and structure it
within the campaign but it is very much done so in a timely fashion, because there are lots of other
elements to the marketing mix that need to be included there and you know what, there is an
audience out there that isn't social media savvy who have lots of time on their hands and
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particularly, not so much with the music festivals, but more with the sporting and agricultural
festivals, country shows that sort of thing, food festivals, it is the over fifties with money in their
pocket, retired types or nearing retirement who would have time on their hands, the kids are grown
up and have left the nest and that is the clientele who you won't reach through social media and
that you can't forget either.
D.M:

So in those cases you still think there is a place for traditional media in campaigning?

CA.L: Ya I think absolutely, but I think that they need to be looked at in unison as opposed to
separate entities. So I think for every campaign it's not a case of a solo run on social media and you
do something where your message is any way different to your traditional, I think it's the way that
you actually communicate that message that changes as opposed to the actual content or the key
message itself and I think adapting your content from traditional PR to social media to digital and
including your links for online releases, including your pictures for your social media that is very
important but you know what, the traditional basis of it is vital too, because that is what is getting
you into national press and indeed on radio and creating feature opportunities from it as well.
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Appendix 3: Interview Transcript 2
D.M: With regards to festivals, you've been to festivals as a costumer and as a booked talent.
Do you think you gain a different insight into the running of festivals and are they a completely
different experience?

John: Yeah, absolute chalk and cheese. You do get a proper insight into it. It depends on the
festival as well, some of the smaller festivals, you don't really have that back stage set up, some of
the bigger ones you do. But definitely it's just a whole other world. As soon as your behind the
barriers in such case, some of the bigger festivals, if s a completely other world and it's great to be
honest. In the great scheme of things it's really good.
D.M:
Do you find you get a different relationship to the festival as a band then a customer, or
do you think you get different experiences to make you like a festival more or could it effect it a
lot less if you're working back stage, you might have a greater fondness for a festival, by seeing
what's behind it?

John: Yeah you would, definitely, but it works both ways too. If you play a festival and every time
you go to it, it's really good and the people are sound then you're really going to like that festival
even if you're not playing at it. Absolutely, it's all the one package. And that's kind of fair enough
because it is the same people who run it, whether you're behind stage or out front, you are getting a
glimpse into the management end or the business end of that festival.
D.M:
Do you think nowadays, because festivals are huge business nowadays, making loads of
money, do you think people expect higher standards from it, and do you think there should be
higher standards from festivals?

John: Honestly I don't think they expect higher standards. Maybe subconsciously they expect
higher standards or if they go to it, I don't think it's a thought out thing. I think if they go to it and
they have a brilliant time, then they'll go again. Sorry what's the second part?
D.M: As booked talents do you think you should have or expect more things to run smoother
now that festivals are bigger and more commercial?

John:
I think there is a lot, there is loads of festivals, I was going to say too many, but there is
loads of festivals in Ireland and I think having so many waters down the effect. And I also think
people set it up for the wrong reasons, they set it up for a lot of business reasons. But then if I think
of all the festivals, a lot of the festivals that I like or I go to, they have been set up with good
intentions, not as big businesses. And anyway, I don't think starting off it's ever, I think some of the
smaller festivals they are big business. There just set up for the love of the music or so on and so
forth and they can get bigger.
D.M: As a band, are there festivals you'd prize more than others, you'd be aiming for, or that
you really want to be associated with?

John: Yup, that's back to, I suppose public opinion and perception of a band, which we carefully
think out, and we have done from the start. So yeah, depending on genre or genre specific type
festivals, and how big they are publicity wise, all of that is thought out. It is by us and is by most
bands I would say. So yeah, most bands that are worth their salt would aim to play Electric Picnic
and then everything else after that like Longitude.
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D.M:
Do you think all festivals are suitable for all bands or do you think some bands shouldn't
play, like for example Glastonbury and the controversy about Jay Z and Metallica that they
shouldn't be headlining the festival?

John: Yeah, that is a good question. I think it depends on the festival, the likes of Glastonbury,
what is it anymore? It's just a massive festival with every type of anyone, every type of band, every
type of act playing at it. I think it waters down the image of the festival big time. I also think that, if
you're a band and your asked to play a festival, no matter what it's going to be good for you, even if
it's, unless it's something extreme, if you were like a death metal band and you were asked to play at
a pop festival but really no matter what, you're playing to thousands or hundreds of thousands of
festival goers, it's only a win-win for a band to play a festival. But on the other side, yeah I think,
what we do in this country as well is that we have a lot of other festivals that are all encompassing I
think that's not really a good thing. I think a festival should be a festival, like Body and Soul is body
and soul, hands down. I think we applied to play at it twice and never got word back at all, rightly so.
And in hindsight we don't apply for it anymore, because we're not a body and soul type of band. And
I like that, and I have never been and I most go, so I think that's a good question.
D.M: So you think it's important for a festival to have a straight image, that they should be
going for one thing?

John: One thing or another, yeah because without going through too much in this one question, I
think that some of the festivals, when they get bigger lose that. The Electric Picnic in the next five
years could really lose its boutique feel, even though it was always big, like two years ago. But I know
people kind of say "Oh there's a different crowd going to it" and all that makes a difference.
D.M:
It's swallowing up other festivals at this stage, because Other Voices and Body and Soul
both have stages there now as well.

John:

Yeah, there you go, I didn't know Other Voices were there.

D.M:

Yeah it's their first year.

John: Yeah I think it's very important, and I think clever smaller festivals know well about this. You
can tell by the way they book their bands and what they're going for. Like Knockanstockan is a good
example, they book all Irish anyway, but the kind of bands that they book, it's actually a little bit
across the board, you do see that, you have a reggae or roots band, but still it's all the same buzz, if
you go to that festival you're going to more or less like all the bands. And that's a proper festival. I
would rank that as highest, small boutique festival. And for me it gives Electric Picnic a run for its
money you know. That's definitely an important thing that I don't think the likes of Electric Picnic
really care about, even though they probably should.
D.M:
Do you ever receive approaches from unsuitable festivals, ones that you think, ye're not
thinking about this?

John: That's a good question, and I'm going to be very cynical and that I'm going to tell you that in
an advance. Everyone calls everything a festival nowadays, so you got four bands in a bar and it's a
festival. So if you're going to include them, so I suppose really at the end of the day, they're not
really festivals. We've been approached to play some, I suppose this is a valid festival, we've been
asked to play at a few film festivals. They want bands, but they don't want to pay bands and they
don't want to pay for equipment or anything, like nothing. So they're not good for your reputation
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because when you go there and play these gigs, you're playing through sh*t systems and sh*t sound
engineer, and it's actually detrimental to the bands, we've been lucky that we've pulled out before,
because we heard how bad things were and others were cancelled. But yeah, definitely, if you play a
festival, it's not necessarily the festival that you play that's going to be detrimental; it's how you
come off. I suppose just answering on a wider scale rather than just from my band, if you are a big
band and you're playing smaller stages, than people might not feel it at the time again
subconsciously, they'll feel that the band is going down, not downhill but declining in its popularity.
So in that regard, there's another reason how it could affect your public image and whatever.
D.M:
Do you think certain festivals attract certain crowds by design? I suppose that's pretty
much covered...

John: I think it would yeah ...but I think just to elaborate just on that because it's just a bit further
than what we're talking about. I think a lot of festivals, like the bigger festivals like Electric Picnic or
even Indiependence, I'd love to know how much they think about the top five big acts that they
bring in, because it changes the crowd massively. You kind of getting the feeling that they don't think
that through but I don't know.
D.M: So would you include this year now the likes of Public Enemy that were booked for
Indiependence, just kind of ieft field ones?

John: I suppose for Indiependence, I don't know enough about, because we didn't stay on down
there, so I don't know enough about the bigger acts, but I know White Lies is there. I suppose
Indiependence has always had a few weird bands, but I think it does affect them, I don't think, like
what type of music festival would you categorize them as? I wouldn't really know.
D.M:

Certainly five years ago it was Indiependence, but now it's blowing up to such a size that...

John: Yeah, I don't know what it is anymore, it's still good, but it's the one festival I couldn't tell
you what type of festival it is anymore. Like Knockanstockan is a certain type of thing. Electric Picnic
is a certain thing. Longitude is certain thing, is it Longitude or Latitude?
D.M:

Longitude. So Indiependence has kind of lost some of its image as the years have gone by?

John: Ya I think it has. I was only there two years ago, and this year. So I'm not really sure what
that image was from before, but I've heard good things. I like it, but I'll be honest I don't knovy would
I pay to go back there because I've been at it free and I kind of know what to expect which is a bit of
a mix mash of everything. And another reason why on Saturday night when we were talking about, I
was saying I might stay down or whatever, I looked at the line up and I wasn't really overly
enamoured with any of the bands on the Saturday night which is a big night.
D.M:
Do you think festivals should try and appeal to a wide range of people or do you think
that's a luxury just of size? I suppose you've answered that really that you don't think they should
that they should kind of target into a certain demographic.

John: Well no, I don't think they should really for a yes or no kind of answer but they should be
more, the likes of Electric Picnic is great, there's kids there and obviously I think it's cool if a family
can go and they have their certain campsites and all that kind of stuff. I think that adds to the
festival, same with, I haven't been to Glastonbury but I presume it's all that sort of stuff going on as
well. I think it's a good idea to have that for certain types of festivals but then other types of
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festivals, I think they, well we did cover that, they should think about it a bit more, because it feels
like they don't.
D.M:
Have you had any negative experiences with a festival as a band or as a customer that
would affect you going back to it?

John; Yeah, the LCS festival, in Kilkenny. I almost feel bad for saying it because it's the first year,
they've bitten off too much and they've tried to have five or ten stages, a massive amount of stages
anyway. And we had a really bad experience because our slot was moved from Saturday night to
Friday night and we were playing another festival on the Friday night, we were playing Day Tripper in
Waterford so like there was no way we could play it and we're still waiting to get paid from that
festival and like it's getting so bad now that every things that's gone on with them I don't know if I'd
go or even play next year. So yeah, it does really affect your perception of the whole festival and it
does affect how you view the festival as a customer or as a festival goer, so big time.
D.M:
What organisational issues would affect you on returning, so is security, health and safety,
bad publicity, do those things affect you?

John: These things not so much, in a list of priorities, number one being as any musician or real
person who’s mad into their music and wants there music to be represented well it's all about the
sound, the sound engineer, stage, and then after that, how well the event is run, like any event, so
you want to have a big crowd there, after that yeah, as a band we'd rarely have any issues with
security, you just get your pass and you're in and there's no hassle but we had a bad experience at
LCS, with the sound engineer, he was just acting the total bollocks you know, yeah like that really
effects your perception of the festival, but we did speak to the organizer and he was apologies and
all that those help, but yeah definitely it leaves a bad taste.
D.M:
Do you think people in general have a more personal connection with festivals which
makes bad press harder to shake? Because it's like leisure and entertainment rather than say their
relationship they have with a bank or kind of something like that, do you think it's harder to shake
bad publicity because of that then? So say a death or any bad publicity, like ticket prices going up,
or say with the Arthur Guinness Festival, all that bad press it kept getting with Christy Moore and
the associations with drink, do you think it's harder to shake that for a festival then say for other
companies?

John; Good question. Yeah I think the reason though is maybe, festivals are very word of mouth
type scene, and it's your experience. Actually number one it's all about the experience, so if you're
at it, so yeah publicity does affect you, and it will change your mind I suppose, but when your there,
if you're going to a festival...what I'm trying to say is when you're at the festivals, how you'd actually
get on at the festival, your experiencing it first-hand so if the publicity is bullsh*t then you're not
really going to listen to it. But if your there and your effected by the same bullsh*t then your
effected by it anyway in first person. So for the likes of the Arthur Day's Festival, or whatever, the
bands are treated pretty sh*tty and yeah, you never get paid, although sorry sometimes you do get
paid. But its poorly run, I wouldn't be jumping to play at it. And on top of that, it's a messy day and
all that kind of makes you go, I couldn't give a sh*t about it, so I think last year we were like I don't
even think we'll bother playing anywhere. I think we got offered the gig alright. And then, yeah ok,
on top of that, after that, when you think about the festival and you hear about the bad publicity
and all the different things, you kind of think the way its organized in such a kind of purely marketing
fashion, you think about it a bit more and you go yeah, I don't want to be involved in that. But I think
because you go to these things with your friends and whatever else, that what happens is, it's all
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word of mouth. I'll give you an example, my ex she's talking about not going to Electric Picnic this
year, and she's there oh it's getting a bit too commercial and whatever else, and she'd be a proper
muso (slang; music snob).But it does actually affect me and I'm thinking, is Electric Picnic like that,
but I still love it. But what happens is, all it takes is two or three of your friends who normally go to
not go. And then that kind of thing will affect a festival more than bad publicity. I think the thing
about bad publicity is, if this makes it any clearer, if it's not propaganda or whatever else, lies, then if
you're at the festival and you've seen it. You know that festival at Phoenix Park, where it got mental
at it? I'm sure if you were at that festival you don't need say the publicity of the newspapers to tell
you it was f*cking mental and whatever else. You're going to be at it and going I'm not going back to
that next year. And so that's why I think it's secondary or tertiary.
D.M: And people are a bit more media savvy now, that they don't kind of take all their
information from the media.

John: And I think definitely your experience and what your friends think, because it travels so
quickly online, like everyone is buzzing for a festival. I'd say now that I've told two or three mates of
mine that I'm not living with here in Cork about Knockanstockan. And you know, my ex went to it
this year and she loved it, and you'd be surprised how quickly that will filter out. You know the word
of mouth thing spreads everywhere and then it'll be too commercial and then she won't go to it.
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Appendix 4: Letter of Consent, Interview
Consent to Participate in Interview
Master of Arts in Public Relations with New Media

Researcher: David Mahy
Date: Tuesday, 12'*^ August 2014

I understand that this researeh is being earned out as part of a Master’s thesis being completed by
David Mahy in Public Relations with New Media at Cork Institute of Technology (CIT).

The puipose of the interview and the nature of the questions have been explained to me.
1 consent to take part in an interview about reputation and image management of live music
festivals.

1 also consent to being audio-recorded during this interview. The researcher has given his
assurance that the audio files will be kept confidential, anonymous and secure.

None of my experiences or thoughts will be shared with anyone by the researcher prior to all
identifying information being removed. My participation is voluntary and 1 understand that I am
free to leave the interview at any time.

Please Print Your Name

Please Sign Your Name

Date

Date

Researcher Signature
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